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Rough Proofs 


Wilson Sporting Goods Co. has 
qa new Strata-Bloc golf club head 
that can’t be harmed by water or 
heat. 

And it’s probably kind to divots, 
too. 

vvwy 

“Sales execs hail return of ‘era 
of hard selling,’’” headlines the 
world’s greatest advertising jour- 
nal. 

From now on the batting aver- 
ages will really mean something. 
. = * 

The bathing suit manufacturers 
are bemoaning the fact that their 
business is shrinking, and beach 
observers are sure the same trend 

will continue in the product. 
v,vyv 

Kettering tells research plan to 
conserve oil, says the news story. 

One more bit of evidence that 
you can’t keep the world’s most 
curious mind in retirement. 

7.2 ¢ 

Every Wednesday, says the Post, 
“people laugh and are sad. They 
grow angry, fall in love, are mys- 
tified, become indignant. They go 
to bed later than usual.” 

That’s what comes of falling in 
love with a serial mystery story. 

vvwy 

C&O has a new slide-chart train 
selector to help the bemused 
traveler figure out the time tables. 

Looks as if Mr. Young simply 
won’t let competitive railroad ex- 
ecutives rest in peace. 

vvy 

Admirers of Moon Mullins and 
Dick Tracy were gratified to note 
that the 100-year chronicle of the 
Chicago Tribune included the 
dates of their introduction, and 
are wondering what new heroes 
will appear before 2047. 

Y 3 

Fifty-seven per cent of the 
workers interviewed by Fortune 
said they would choose a different 
occupation if they could start over 
again. 

And the usual 8 to 5 they would 
have said the same thing about 
their wives. 

a ee 

Ayers Shoe Corporation, noting 
that when it comes to young 
mothers and new babies the 
neighborhood pharmacist always 
has his foot in the door, is ex- 
perimenting with the distribution 
of baby shoes through drug stores. 

a 

A national trade publication is 
looking for salesmen to sell ad- 
vertising space over the telephone. 
Most advertising sales managers 
complain that their salesmen are 
trying to do that now. 

vwy 

‘It is not the function of gov- 
ernment,” says Senator Ball, “to 
tell a shoe manufacturer what his 
market is in Savannah or At- 


e most he would concede is 
‘etling them know the number of 
local feet. 
i me | 

\ merchandising paper is 
Worrying about what can be done 
‘o lick the returned goods menace. 

Selieve it or not, we’re headed 

‘ to normalcy. 


Cory Cus. 


Good Business for 
‘47, with Some Price 
Resistance, Expected 


By STANLEY E. COHEN 


WASHINGTON — The second an- 
nual survey of consumer finances, 
reported by the Federal Reserve 
Board last week, visualizes a 
tapering off of spending for houses 
and durables other than cars in 
1947. 

The first instalment of the 
study, published in the June Fed- 
eral Reserve Bulletin, predicts a 
high level of business activity dur- 
ing the year because consumer in- 
come is high, and is bolstered by 
large amounts of assets and un- 
used credit. 

While it finds Americans in 
early 1947 more optimistic about 
their economic future than they 
were a year ago, the report is 
replete with undertones of price 
resistance and confusion which 
may influence that future. 


‘Better Off’ Than in 1946 


Over half of those interviewed 
look forward to “good times,” 
compared with only a third a year 
ago. Nearly a third of those in- 
terviewed consider themselves 
better off than in 1946, compared 
with a fifth in 1946 who considered 
themselves better situated than in 


there was no 
tendency to expect incomes to 
increase, the percentage antici- 
pating “bad times” fell from 36 to 
22. Nearly half of those inter- 
viewed look to lower prices and 
“good times,’ but another 22% 
feel prices will go higher. Last 
year 3% feared higher prices; 
only 21% felt prices would hold. 

Interestingly, the survey shows 
that most consumers do not as- 
sociate a decline in the price level 
with a deterioration of the gen- 
eral economic situation. While 
28% anticipate lower prices and 
good times, and 8% expect lower 
prices and “uncertain” times, only 
10% expect lower prices and bad 
times. 

On the other hand, 13% look to 
the same prices and good times, 


great 


times. 


higher prices and bad times. 
Despite their optimism about 
the future, more than a fourth of 


(Continued on Page 48) 


Salesense 
| is a new feature you 


| will want to read. See 
_ Page 54. Other features: 


| Ad-libbing .... 12 


| Advertising Market Place 50 
Department Store Sales. 58 
Editorials ...... 12 
Feature Page ..... ; .. 45 
Getting Personal ............ . 16 
Information for Advertisers 12 
In Washington ... 28 
Photographic Review isa 
Private Lines .... . 47 


Federal Reserve Foresees 


Tapering Off in Durables 


Lorillard Starts 
‘Truth Glasses’ 


Test Campaign 


Old Gold Copy Runs 
in Hartford, Utica; 
Varies Blindfold Theme 


By JOHN CRICHTON 


(For a detailed analysis of com- 
petitive standings of the major 
cigaret producers, see story on 
Page 48.) 

NEw YorK—A new theme for 
Old Gold cigarets, varying the fa- 
miliar “blindfold test” advertising 
of the ’20s and ’30s, is currently 
being tested by P. Lorillard Com- 
pany in Hartford and Utica. 

The theme of the new cam- 
paign is: “It’s an even bet you’re 
smoking the wrong cigaret,” based 
on a coast-to-coast survey con- 
ducted by Lennen & Mitchell, 
Lorillard’s agency, in which 
smokers stated their choice of 
cigarets while wearing “truth 
glasses.” 

The “truth glasses” were spe- 
cially - prepared occluded lenses 
made by American Optical Com- 
pany which permitted the wearer 
to see the smoke, the flame of the 
match, the room in which he or 
she smoked—pbut effectively 
garbled the names of the cigarets. 


Tests Begun Last Year 
Thus, the company thinks, it 
avoided the curse of the blindfold 
test, the feeling of the respondent 
that he is being hoodwinked, plus 

(Continued on Page 67) 


TOBACCO EXPERTS! 
_... Heres a surprise! 


Yo sateen mee hee nt 
— we 


Doctors! cajun tira! 


TRUTH — New Old Gold campaign 
features a variation of the "blindfold 
test" story of yesteryear. "Truth 
glasses," which can be seen through, 
but which prevent reading of small 
type, are the featured instrument. 


New Springfield 
Daily Will Offer 
15% Commission 


SPRINGFIELD, Mass.—A 25% ad- 
vertising agency commission on 
both local and national accounts 
will be offered by the recently an- 
nounced Springfield Sentinel, a 
six-a- week tabloid newspaper, 
Joseph J. Fiske, publisher, told 
AA. 

Formerly publisher of the New- 
ark Star-Eagle, Mr. Fiske is in- 
vading strike-ridden Springfield, 
he said, with the blessing of four 
unions—the Newspaper Guild, 
stereotypers, pressmen and ITU— 
as well as business interests here. 

Mr. Fiske has agreed to take 
over the striking guild members 
of the four Springfield news- 

(Continued on Page 69) 
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Last Minute News Flashes 


Maico Schedules Magazines for New Secreteer 
MINNEAPOLIS—Following a successful magazine test for Hear-rings, | scientific principles to long range 
ear rings in which a hearing aid receiver is concealed in one of the| forecasting of civic and social fac- 
pair, Maico Company, maker of hearing aids, will introduce its new | tors in a specific community.” 
Secreteer, a device which makes the ear receiver invisible. 
| month campaign, starting in August, will include Collier’s, Good|search consultant, for “develop- 
and 5% to higher prices and good| Housekeeping, Ladies’ Home Journal, McCall’s and Redbook. A dis- |ing a new and better guide to 
Only 4% visualize the| tributor campaign in key city newspapers also will be used. Brown- |sales in America’s multi-billion 
same prices and bad times and 5% | son Advertising, Inc., here, is the agency. 


Industrial Marketers Foster Plant City Ads 


A three- 


Rockrorp, Int.—An “industrial information” program featured by | AMA, 
those interviewed said they were| full-page editorial type ads in the local papers has been launched 


| here under the aegis of Rockford Industrial Marketers, local chapter 


of National Industrial Advertisers Association. 


An RIM committee 


prepared the program and sold it to management, with the result that 
a series of pages, paid for by the companies described, has been 
launched under the common head, “Rockford Produces for Prosperity.” 


House Committee Approves Census Bill 

WASHINGTON — The Hagen bill (H.R. 1821) for a 1947 Census of 
Business and Manufactures was approved by the full House post of- 
fice and civil service committee Thursday, and ordered reported to 


the floor. 
it can come up for debate and 
Page 69.) 


The bill must await a place on the House calendar before 


final passage. (Earlier story on 


Boyd Joins National Biscuit as Product Ad Manager 


| New York—R. Stewart Boyd, who formerly handled the Maxson 


account for Lennen & Mitchell, will join National Biscuit Company 

June 16 as a product advertising manager. 

with Young & Rubicam and General Foods Corporation. 
(Additional News Flashes on Page 71) 


Mr. Boyd was previously 


Politz Wins Top 
Research Award 
at AMA Meeting 


New YorK—Alfred Politz of Al- 
fred Politz Research, Inc., New 
York, was given the top “leader- 
ship award for developing in 
various studies more scientific 
standards and better techniques in 
marketing research,” at the open- 
ing session of the tenth annivers- 
ary conference of American Mar- 
keting Association here last week. 

The award to Mr. Politz and 
citations to eight other “market- 
ing men of the year” were pre- 
sented by Ralph Starr Butler, 
vice-president of General Foods 
Corporation. 

“Meritorious service citations” 
were presented to: Wroe Alder- 
son of Alderson & Sessions, Phila- 
delphia, for “analyzing scientific- 
ally, operating costs and other 
problems of retail grocery stores.” 

Prof. Neil H. Borden, Harvard 
Business School, for “a compre- 
hensive analysis and clarification 
of newspapers as a medium of na- 
tional advertising,” financed by 
the Boston Herald-Traveler. 


Other Winners Named 


Philip G. Corby, Psychological 
Corporation, New York, for “ap- 
plying practical area sampling 
methods to measuring the national 
market qualitatively in relation 
to a magazine market.” 

Richard D. Crisp, Tatham & 
Laird, Chicago, for “demonstrating 
/a practical scientific approach to 
the reduction of distribution 
costs,” while with S. C. Johnson 
& Son. 

Cornelius Du Bois, Time, Ince., 
for “advancing the science of 
magazine research through lead- 
ership in the development of tech- 
| niques.” 

| Dr. Raymond Franzen, statis- 
| tical consultant, New York, for 
|“developing a reliable method of 
/national sampling to compute 
market data by local areas.” 

| F. B. Jones, Equitable Gas Com- 
|pany, Pittsburgh, for “applying 


| Robert J. McFall, market re- 


| farm market.” 

| The awards are given annually 
| by the New York chapter of the 
in cooperation with the 
|American Association of Adver- 
| tising Agencies, Sales Executives 


Club of New York and other 
groups. 
Truman Sends Letter 

In a letter to Franklin R. Cawl 
of Kudner Agency, general con- 
ference chairman, President Tru- 
man emphasized “the importance 
to the American economy of the 
kind of dynamic research and 
planning carried on by groups 
such as yours... . you fully rea- 
lize the importance of mass mar- 
(kets in sustaining mass produc- 
tion, steady profits and steady 
jobs.” 


Gov. Thomas E. Dewey of New 
| York wrote Donald E. West, Mc- 
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Call Corporation, president of the 
New York chapter, that AMA’s 
work in the last decade, “‘espe- 
cially in the domain of research, 
has been of marked service to our 
national economy.” Mayor Wil- 
liam O’Dwyer of New York City 
delivered the address of welcome. 


Must Have Facts 


Mr. Butler told of the pioneer- 
ing work in market -research of 
the late Charles Coolidge Parlin 
with Curtis Publishing Company, 
since 1911. Mr. Parlin’s “spec- 
tacular achievements in a prac- 
tically virgin field,’ Mr. Butler 
said, “gave the great and initial 
impetus to commercial fact-find- 
ing, which today is an essential 
and accepted function in nearly 
every area of business... 

“If business in the future is to 
move further toward the goal of 
becoming a skilled art,” he said, 
“those who find facts and know 
how to interpret them will be 
largely responsible.” 


Tire Dealers Hope 
fo Get $1,500,000 
Ad Fund by Aug. 1 


Magazine Campaign, 
Prepared by JWT, 
Is All Set to Run 


WASHINGTON — Independent tire 
dealers throughout the country 
were urged last week to give sup- 
port within the next 60 days to a 
$1,500,000 national advertising 
fund to meet the competition of 
oil companies, company owned 
stores, mail order and chain stores. 

The campaign, planned by the 
National Association of Independ- 
ent Tire Dealers, visualizes a 12- 
month drive in eight national 
magazines to build prestige for 


independents “as the man who 
knows tires best.” 

A brochure outlining the pro- 
gram, prepared by J. Walter 
Thompson, went out to 6,000 as- 
sociation members with a warning 
that independents have already 
lost more than 50% of the tire re- 
placement market since 1922. 


Campaign All Set 


Authorization for the national 
advertising project was provided 
by a convention of the association 
in Los Angeles last fall. At that 
time, a preliminary plan for the 
campaign offered by J. Walter 
Thompson was approved. 

To stop the diversion of busi- 
ness, which has steadily reduced 
the volume of sales of independ- 
ents, the campaign seeks to estab- 
lish the association member as 
“a tire expert” in his own local- 
ity. A “seal of safety” will be 
used in the ads and supplemental 
local displays and promotions to 
build acceptance of the retailer 
as the man equipped “to recom- 


mend your tire needs.” 

The brochure reproduces the 
opening color ad in the series, a 
page size reproduction of “seal of 
safety.” It also contains three 
double page spreads, which are 
among the ads that are to be 
used. The campaign, in full color, 
would run in American Magazine, 
Collier's, Country Gentleman, 
Farm Journal, Life, Newsweek, 
The Saturday Evening Post and 
Time. 

The brochure explains that the 
series is ready to go. It asks each 
dealer doing $150,000 a year or 
less gross to pledge $15 a month; 
those over $150,000 gross to pledge 
$25 a month. Pledges and initial 
payments are due Aug. 1. 


Sells National Advertising 


The independents, who have 
been pressing unsuccessfully for 
legislative assistance in their 
struggle with manufacturer-con- 
trolled stores, and with private 
brands, concede that “even help- 
ful legislation” won’t halt the trend 
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ad director of the Cincinnati Times. 
Star and retiring president of the Ad. 
vertisers Club of Cincinnati, presen 
the club's annual certificate of award 
to Edward R. Collord, ad manager of 
Crown Overall Mfg. Co., for his oui. 
standing contribution to advertising jr 
Cincinnati during the past year. 
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2nd Largest Evening Newspaper on The Pacific Coast 


Is Ist U.S. Paper to Own 
a Helicopter for 
News & Photo Coverage! 


These two photos of a recent Portland ware- 
house fire graphically demonstrate how Journal 
“Copter” photos more vividly illustrate the news 
—are stimulating greater reader interest; build- 
ing increased page traffic. See how much more 
striking is the “Copter” photo (above) than the 
excellent ground picture (below). With enter- 
prising reporting plus “Copter” photos it is little 
wonder that The Journal today, as it has been 
for years, is Portland’s favorite newspaper. 


Member Metropolitan and Pacific Parade Groups 


The Journal now offers ad- 
vertisers the largest circula- 
tion in its history, both daily 
and Sunday. You need The 
Journal to sell effectively 
in Oregon’s only Major 
Market . . . metropolitan 
Portland and its Retail 
Trading Zone. 


When you advertise in Portland, be sure to specify 


The JOURNAL 


Evenings and Sunday 
PORTLAND, OREGON 


e@ Represented Nationally by Reynolds- Fitzgerald, Inc. 


to their competitors. 

In attempting to sell the cam. 
paign, the brochure also does ap 
all-out sales job on national ac- 
vertising and on magazines. 
“Readership is only part of the 
story of this campaign,” it says, 
“There’s also the special influence 
these magazines have on cus- 
tomers and prospects. 


“The American people look 
upon national advertisers as ‘big 
league.’ Responsible, successful. 


That’s the way you want them to 
regard you. 

“And magazines have a knac 
of molding conviction and stimu 
lating action in a way that ca 
sustain leadership.” 

As it circularizes its member 
ship, NAITD warns that. there 
will be no “free riders.” Mem- 
bers who do not contribute to the 
campaign will not receive the 
“seal of safety” for display, or 
the signs, decals, letterhead stick 
ers, report forms, tie-in ads, di 
rect mail material, uniform em 
blems, phone book listing and 
framed pledge certificate whic 
make up the association’s ‘‘pack 
age.” 


Invention Book Bows 


The National Foundation {fo 
Science and Industry, Chicago 
has published an 88-page book 
entitled “Digest of New Inven 
tions,” containing informatio 
about 600 inventions which hav 
been patented or for which appli 
cations have been filed. The boo 
sells for $25 a copy. 


Kudner Resigns Lear 


Kudner Agency, New York, ha 
resigned the advertising accoun 
of Lear, Inc., Grand Rapids, whic 
it had handled since 1943. Th 
company was a large wartim 
producer of airborne radio equ!p 
ment, lately has entered the hom 
radio field and recently has bee 
readying a wire recorder. 
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FAST MOVING EDITORIAL CAMPAIGN 
REVERSES THINKING ON PRICES! 


1947 
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URGES: BUY NO 


W TO KEEP PRODUCTION UP AND TO KEEP PRICES DOWN! 
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Manufacturers’ prices throughout the plumbing, heat- 
ing and air conditioning industry had not risen in pro- 
portion to labor and material increases. Publicity on 
prices in general were beginning to cause undeserved 
consumer resistance to sale of our industry's products. 


APPROACH: DOMESTIC ENGINEERING launched fast 
survey by telegram to over 300 leading manufacturers 
for complete and confidential facts. Results were 
analyzed, compared with other commodity prices. 


DISCOVERED: “Today's Best Buy Is Plumbing and 
Heating.” Further discovered, today's prices are based 
upon peak production. A material slowdown in con- 
sumer buying would cause increased production costs 
and higher prices to consumers. Today, purchasers of 
plumbing and heating may be buying on a rising market 
rather than on what is supposed to be a falling market. 
Without delay, a full-fledged campaign to disseminate 
this information was launched. 


RESULTS: the thumbnail sketches below which indicate 
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partially the acceptance, the need and the value of 
this effort to DOMESTIC ENGINEERING readers and 
our industry. 


WHOLESALER ASSOCIATION: Makes Price Campaign 
the basis of its program for big meeting. Secretary reports: 
"The success of our program was assured by your participa- 
tion. Many favorable comments received regarding your 
interesting and instructive campaign." 


DOMESTIC ENGINEERING READERS in California, Ohio 
and elsewhere launch cooperative advertising campaigns in 
local newspapers to tell the story that "Today's Best Buy Is 
Plumbing and Heating." They state: "This is the kind of 
material we have been looking for and we want to equip 


our salesmen with these aids to sales." 


Illustration above is actual reproduction of large size poster which is going up in windows and display rooms 
of DOMESTIC ENGINEERING readers from coast to coast to tell the story of today's best buy. 


MANUFACTURERS' ASSOCIATION revamps program of 
annual meeting to include campaign information. Execu- 
tive Director stated: "So much good information on prices 
of plumbing and heating equipment, | have included it in 
our program." 


WHOLESALERS have been furnished by DOMESTIC 
ENGINEERING with sales kits which have been made the 
basis of special meetings with their salesmen to tell the 
common story that prices can be kept down only if produc- 
tion is kept up. 


DOMESTIC ENGINEERING READERS — Contractors and 
Dealers from coast to coast are placing in thou- 
sands of show windows and display rooms the DOMESTIC 
ENGINEERING poster reproduced above and have been 
reassured through factual information that "Today's Best 
Buy Is Plumbing and Heating.” 


Advertise and sell now to keep production up and to keep prices down! 


Consult your Advertising Agency or wire direct for further information on how 
DOMESTIC ENGINEERING services can help you reach and build your market 
in the plumbing, heating and air conditioning industry. 


WRITE FOR 16 PAGE BOOKLET ON PRICES .. . No Obligation 
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Becomes Dorland., Inc. 


Dorland International-Pettingell 
& Fenton, New York, has short- 
ened its name to Dorland, Inc., in 
order to make it identical with the 
names of the Dorland agencies in 
London, Paris, Brussels and Ber- 
lin. The management, headed by 
Atherton Pettingell, president, and 
Walter Maas, executive  vice- 
president, remains unchanged. 


Signs Video Sponsor 


, First advertiser to sign as spon- 
sor of a video show to be televised 
over the facilities being built by 
Station WAAT, Newark, is 
Kresge’s department store, New- 
ark. It will sponsor “Junior Town 
Meeting,” broadcast by WAAT 
since 1945. 


See 
ea 


— FILLING-IN | 


‘THE LETTER SHOP, Inc. 
431 5S. Dearborn 8t., Chicago 5, Illinois 
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Price for Volume 


and Future Sales, 
Breech Tells AMA 


New YorK—“The American 
pricing policy for today and for 
the future,” Ernest R. Breech, ex- 
ecutive vice-president of Ford 
Motor Company, told the Ameri- 
can Marketing Association con- 
vention here Wednesday, should 
be based on two elements: 

“1. We should strive always to 
direct our pricing toward the en- 
couragement of volume—teward 
greater output. 

“2. We should take the long- 
range view in all matters of 
pricing, considering not simply 
our present markets but our long- 
term future markets.” 

Mr. Breech admitted that “there 
are some situations in which a 
volume market is not practicable 


—or even desirable, but maxi- 
mum production leading toward 
lower costs and prices is the 
proved American method. It has 
revolutionized the whole standard 
of living of our people. Here, I 
think,” he said, “the big com- 
panies have an opportunity and 
a responsibility to show leader- 
ship.” 


Stabilizes Industrial Economy 


Pricing for future markets, he 
explained, “is not only good in- 
surance upon the life of any in- 
dividual enterprise, but it is in 
line with our obligation to give 
as much stability as we can to 
our industrial economy.” 

An automobile, Mr. Breech 
said, “is not a single product but 
a whole symphony of products. 
In a Ford deluxe six, four-door 
sedan, for example, there are 
over 10,000 separate pieces, count- 
ing every nut and bolt and washer. 
Cutting two or three cents from a 
part—or better yet, eliminating a 
part—is an achievement of great- 
est importance when you are deal- 


ing in terms of a million or more 
cars.” 

He cited a recent method of im- 
proving’ Ford car wheels while 
cutting the cost of each wheel 
four cents. “That means an an- 
nual saving of $95,000.” 

The cost of retooling for the 
forthcoming new Ford models, he 
explained, will be about $70,- 
000,000. “Current costs,” he said, 
“do not provide sufficient funds 
to replace, at today’s prices, the 
capital assets now being used up.” 

Although motor car prices may 
seem high, actually they have 
risen only “about a third as much 
as farm prices,” he said, and in 
relation to income of average 
workers they are lower than they 
were in 1941. 

“However, if wages and mate- 
rials stay put, and if you are will- 
ing to wait for the price of your 
Ford to go down because of in- 
creased efficiency ... you may be 
able to buy your car in 20 years 
at 1941 prices.” 

Earl Bunting, O’Sullivan Rub- 
ber Company, president of the 
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They don't take it 


for granted in Venezuela 


In many rural areas of Venezuela 95°, of the people 
suffer from energy-sapping diseases caused by para- 


sitic infections. 


A large part of the solution to this problem lies in the 
provision of clean water—better public water supplies. 


Today the Venezuelan government is spending $2,700,- 
000 annually to build and maintain new public water 


supply systems . . . 


Other Latin American countries are doing much the 
same . . . for everywhere there is an increasing need 
for clean water in the home and industry. 


As publishers of Ingenieria Internacional Construccion 
we anticipated this increased interest in building pub- 


lic water supply systems in Latin America . . . 


To help the Latin American engineers who are building 
these water systems, we are publishing a valuable series 
of articles on water supply centered around the prac- 
tical problems of construction and maintenance. 


As they read these articles, they learn more about 
American methods, standards and equipment. . . And 
they learn more about YOUR equipment when they 


read your Export Sales Story... 


Of course, they may learn about YOUR equipment in 
other ways, but neither you nor we take that for 
granted . . . It's just like that glass of clean water— 
they don't take it for granted in Venezuela. 


MCGRAW-HILL INTERNATIONAL CORPORATION 


(Formerly Business Publishers International Corporation) 
McGraw-Hill Building, 330 42nd Street, New York 18, N.Y 
HEADQUARTERS FOR WORLD-WIDE BUSINESS AND INDUSTRIAL INFORMATION 
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National Association of Manufac. 
turers, told AMA that manufac. 
turers want to continue to pay 
the highest possible wages, “be. 
cause they know that this is the 
mainstay of the purchasing powe, 
of the country. 

“Manufacturers are committed 
to the program of high wages 
based upon incentives which ep. 
courage high productivity.” 

Just returned from 24,000 miles 
of travel in the last five months, 
Mr. Bunting emphasized that “3 
depression is neither inevitable 
nor necessary.” Whatever js 
ahead, it will not be the same 
as in 1929 because “conditions 
are not the same.” Stocks are not 
rocketing; banks are as liquid as 
they were frozen then; we have 
$28 billions of currency in cir- 
culation and more billions of bank 
deposits. “Every responsible ele- 
ment in management, labor and 
government is awake to the threat 
of depression and the need to 
avert it,” Mr. Bunting said. 


Must Have Research Tools 


Don G. Mitchell, president of 
Sylvania Electric Products, pointed 
out: “First, we must sell the top 
managements of our companies 
that to expect a sales department 
to function efficiently without 
giving it the proper tools of sales 
analysis and market research to 
work with is no more logical than 
to expect the engineering depart- 
ment to function without a chem- 
ical lab or a mechanical lab or a 
physical lab. 

“Next, we must use this de- 
partment of sales analysis and 
market research not only to de- 
velop the sales potentials of each 
product by geographical terri- 
tories, to prognosticate future 
trends by industries or by areas 
and to analyze the efficiency of 
each step in our system of dis- 
tribution from warehousing to ad- 
vertising, but also to keep our 
sales chiefs up to the minute on 
the significance of changes in 
basic economic barometers, to 
keep records of current sales re- 
sults and trends as compared to 
past months and past years—and 
even for such tasks as figuring 
out new compensation plans for 
salesmen and determining whether 
it is more efficient to have sales- 
men travel in their own or in 
company cars. 

“We must tell sales manage- 
ment that even with these new 
tools the sales department will 
not function efficiently unless we 
build a selling organization that 
is fitted to use them,” Mr. Mitchell 
said. 


Adam Hat Signs Dowling 


Adam Hat Stores, New York, 
has signed Eddie Dowling 4s 
emcee of its new 30-minute, coast- 
to-coast program,, which will be- 
gin July 20 on NBC. Produced 
through Biow Company, New 
York, the program is called “The 
Big Break” and is intended to 
give just that to promising enter- 
tainers from all over the U. 5. 


‘Tribune’ Boosts Three 


The Morning Tribune, Tampa, 
has promoted J. C. Council to ex- 
ecutive vice-president and general 
manager. Frank Hamilton suc- 
ceeds him as circulation manager, 
and A. D. Hyning has been named 
assistant circulation manager. 
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lhe Hearst Newspapers present 
An urgent program for 


the 80° Congress 


EXCERPT FROM AN EDITORIAL BY 


W tlham Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS 
MAY 29, 1938 


“Recognize the profit system as the most practi- 
cal creator of prosperity and stability and realize 
that both leaders and laborers in industry are worthy 
of their hire. 


“Reward and protect constructive work and con- 
servative thrift, for these are the broad basis of 
national wealth and welfare. 


“Encourage the accumulation of property. 

“Suppress the evil encroachment of crime and 
Communism on social stability and economic 
security. 

“Stimulate the creation of wealth and the distri- 
bution of wealth in wages. 


“Maintain law and order. Make both employers 
and employes equal and equally responsible under 
the law. 


“End industrial conflict by an impartial and 
omnipotent court of compulsory arbitration. 

“Stop reckless spending and reckless taxation to 
support reckless spending. 

“Economize in Government, both State and 
National. Simplify government system and 
function. 

“End bureaucracy. Take parasitic politicians off 
the public payrolls. 

“Balance the budget and restore the balance of 
Executive, Legislative and Judicial Departments 
under constitutional government.” 


COMING HOME TO ROOST 


This American Program for an American Government is as 
badly needed today as it was in the New Deal Recession of 
1938, when it was first presented. The Hearst Newspapers 
will continue to press for it’ with all their vigor. The Hearst 
Newspapers are published for people who think American, 


live American and are American. 
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Tennessee Declares 
Medical Ads Illegal 


Effective July 1, anyone prac- 
ticing the healing arts will be 
denied all advertising media in 
Tennessee, under an act of the 
1947 legislature. Doctors, chiro- 
practors, optometrists and other 
specialists are included in the ban. 

Newspaper and radio advertis- 
ing, neon signs and free examina- 
tions are specifically outlawed, 


jand any 


“unethical activities in 
the form of advertising’ have 
been declared illegal under the 
statute. 


Appoints Wright 
Chester J. Wright, formerly 


production manager of Buchanan 
& Co., has joined Kastor, Farrell, 


Chesley & Clifford, New York, as: 


head of the production depart- 
ment. 


PHOTOSTATS 
RAPID COPY SERVICE 
110 $.9 re ciye 


Eight Photostat cameras hum 
with top quality work for many 


satisfied RCS customers. 
you among them? 


Are 


ANPA Mechanical 
Group to Appoint 
Research Director 


Cuicaco—The mechanical com- 
mittee of American Newspaper 
Publishers Association this year 
will launch a long-term research 
program directed toward solving 
newspaper pressroom problems. 

William Baumrucker Jr., New 
York News, chairman of the re- 
search subcommittee, told the 
ANPA 19th annual mechanical 
conference here last week that the 
first step will be to select a di- 


rector of research who will “farm 
out” specific problems to research 
organizations and others with 
facilities to experiment. 

One of the first problems to be 
studied, it is expected, will be 
that of “first impression offset.” 
The program will not provide for 
direct experimentation by ANPA, 
at least for several years. 

Named to pick the director of 
research are Mr. Baumrucker; 
Ralph R. Cranmer, Grit, Wil- 
liamsport, Pa.; J. J. Shea, Hearst 
Newspapers, New York, and 
Charles H. Ruth, Washington Star. 


Will Study Standards 


The revived ANPA-AAAA com- 
mittee on newspaper printing has 
held successful meetings since it 
was reformed last year and has 


carries seeds on subway 


Seeds mean garden — garden means 
ground—ground means lot—lot means 
house — house means home. We're de- 
scribing Philadelphia, third largest 
city of the U. S. — with more families 
living in individual homes than any 


other large city. 


Pursuing this trend of thought to a 


logical conclusion, Philadelphia is one 
of the really big consumer goods 
markets. And a singularly easy market 
to reach with your sales story. Reason: 
4 out of 5 Philadelphia families daily 
read one newspaper. 

That newspaper is The Evening 
Bulletin. With the largest evening cir- 


culation in America, And the news- 
paper that goes home in this city of 
homes. Conclusion: if you want to get 
on the shopping list of Philadelphians, 
get in The Bulletin. 


* The Sunday Bulletin — first issue 
published February 9, 1947. 


In Philadelphia — nearly"everybody 


reads THE BULLETIN 
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agreed on initial problems to be 
attacked, Stanley Myers, Philg. 
delphia Bulletin, told ANPA mem. 
bers Wednesday. 

The joint committee of news. 
paper and agency production ex. 
ecutives, he said, has agreed oy 
the following initial “agenda” of 
problems: Standards for prepara. 
tion of printing plates; specitica- 
tions for manufacture of half- 
tones; thickness of electrotypes: 
standards for color printing: 
proper packaging and labeling of 
plates; educating newspapers ty 
contact agencies direct on produc. 
tion problems; prompt notification 
of agencies when plates are dam- 
aged or lost; etc. 

Gerard Larocque, New York 
News, discussing newsprint qual- 
ity, emphasized that the least ex- 
pensive method of developing bet- 
ter printing techniques will have 
to come through improvement of 
inks, pressroom equipment, 
stereotypes, etc., rather than im- 
proving the quality of newsprint. 


Discusses Column Width 


He pointed out that it costs a 
newspaper an average of 50 cents 
for stereotypes, $1.50 for ink and 
$1 for press equipment in using 
up $90 of newsprint. Any great 
improvements in newsprint, he 
suggested, would cost relatively 
little compared with present 
newsprint cost, but the amount 
involved would perhaps. equal 
twice as much as it would cost to 
make more important improve- 
ments in ink, stereos and presses. 

W. Winfield Challenger, director 
of printing, N. W. Ayer & Son, 
Philadelphia, promised ANPA 
members at the meeting he would 
urge that Ayer typography awards 
in the future be accompanied by 
judges’ summaries of their opin- 
ions. 

He explained that Ayer awards 
are not based on an exact formula, 
but generally give up to 40 points 
for press work, up to 30 for typo- 
graphical styles and up to 30 for 
layout. He predicted that in the 
future newspapers will increase 
the width of their columns, be- 
cause wider columns are easier to 
read. An optimum, he suggested, 
would probably be 10 or 11-point 
type in 19 pica columns. 

More than 1,050, including 100 
agency production executives, at- 
tended the conference. 


Plans Straw Campaign 


Stone Straw Corporation, Wash- 
ington, will launch a drive in 
drug, fountain and paper business 
papers in July to promote its 
wrapped drinking straws. Page 
color ads will stress health and 
customer good will benefits. Henry 
J. Kaufman & Associates, Wash- 
ington, is the agency. 


G-E Plans Video Relay 


General Electric Company has 
applied to the FCC for authority 
to use a microwave radio relay 
circuit between New York 
Schenectady for commercial tc! 
vision broadcasting. Extension 0 
Syracuse will be requested |.‘er. 
Application has been made 2) 
G-E’s station WRGB, Schenec- 
tady. 


Issues Art Handbook 


Dover Publications, New Y's. 
has issued Clarence P. Horn 
“Handbook of Early Amer! 
190 full-p2st 


Art,” containing 
plates reproducing posters, space 
ads, layouts, letterheads, | 


etc., all documented as to dats 
source. The author covers the (& 
velopment of advertising art | « 
Colonial times to the present. /" 
price is $6.50. 


Foster Wheeler Ups Be'! 
Foster Wheeler Corpora’. 
New York, has appointed J. # 
Bell sales manager of the n‘ 
created Dallas district. Mr. | 
with the company since 192. 
assistant vice-president and 
more than two years has 
head of the public relations 
advertising department. 
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The huge 


DEPARTMENT AND 
SPECIALTY STORE MARKET 


is now available to the 


Toilet Goods Industry through 


THE TOILET GOODS SECTION 
of 
WOMEN’S WEAR DAILY 


which will accept toilet goods 


advertising starting 


JULY 11, 1947 


A readership of toilet goods buyers, Main Floor 
merchandise managers and top store executives 
that has steadily grown throughout the past 37 years 


of Women’s Wear Daily service. Write for the facts today. 
The Toilet Goods Section « WOMEN’S WEAR DAILY 
A Fairchild Publication, 8 E. 13th St., N. Y. 3, N. Y. 
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8 Advertising Age, June 16, 1947 
Lawton Joins Walsh G Washington anne a — ++ gal a Names Beeson-Faller t d Ad ti 
i . OuseWIre ue ee, Possibly cup! Faraday Electric Corporation, 00 ver isers 

T. S. Lawton, formerly with = cate with her coffee - making : 
Davis-Lisson Ltd., Hamilton, Ont., Opens Campaign : t= (3) « 4 Adrian, Mich., ‘ has appointed 
has been named an account ex- Pa Alera > (3) “new avor proO- | Beeson-Faller-Reichert, Inc., To- 
ecutive in the Windsor office of 7. 125 Dailie tection, based on addition of ledo, to direct its advertising. if e {0 ack e 
Walsh Advertising Company. He in 111eS dextrins, maltose and dextrose,| Consumer advertising will feature 
will direct the advertising of the New York —American Home| With the result that “you get all} Faraday’s household electrical 
Chrysler - Plymouth - Fargo divi-| Foods will use 1,000-line adver-|the goodness of good coffee, plus items, while trade publications 


sion of Chrysler Corporation of 
Canada. 


ad 


shih 


“\POCKET SIZE CLEAR 
EPLASTIC TYPE GAUGE 


iC ‘CURATE*TRANSPARENT-NOT AFFEC- 
TED BY TEMPERATURE CHANGES 


Each 35¢-3 for $1.- $3.50 doz. Postage prepaid 
CARBOGRAPHIC STUDIOS 
BOO N. CLARK ST. SUPERIOR 4840 CHICAGO 10, ILL 


tisements in more than 125 dailies 
throughout the country to intro- 
duce an improved, tin-packed In- 
stant G. Washington’s coffee. The 
campaign will then drop to 250- 
line insertions, which will con- 
tinue through the year. 

Copy will announce a number 
of improvements in this soluble 
coffee: (1) an economy angle, 
new Instant G. Washington ‘“ac- 
tually saves up to six cents a day 
on your food bill”; (2) a new 
flavor extraction process, which 


finer flavor”; and (4) replacement 
of the glass jar container by a 
“neat red flavor-sealed tin” con- 
taining an easy-to-open lock top 
“which keeps air out, flavor in.” 
W. Earl Bothwell, Pittsburgh 
and New York, is the agency. 


To Sheldon, Quick 


Susquehanna Chemical Cor- 
poration, New York, has placed its 
advertising and promotion with 
Sheldon, Quick & McElroy, Inc., 
New York. 


will be used to promote signal 
systems, hospital and fire alarm 
systems. 


WDOD Appoints Patt 

Ralph H. Patt, formerly with 
the Chicago office of Paul H. Ray- 
mer Company, radio station rep- 
resentative, has been appointed 
commercial manager of Station 
WDOD, CBS 5,000-watt outlet in 
Chattanooga. He succeeds Carter 
M. Parkham, who resigned to join 
Radio Sales Company, Philco dis- 
tributor in Chattanooga. 


ee 


‘Cinderella’ Areas 


Skytop, Pa.—Executives of the 
Bureau of Advertising, ANPA. 
urged Grocery Manufacturers of 
America in midyear convention 
here last week not to depend 
merely on shipments to whole- 
salers as an index to sales in a 
market. 

Citing Pittsburgh as an ex. 
ample, Harold S. Barnes, asso- 
ciate national director of the bu- 
reau, said: “When you sell your 
product to a wholesaler or 4 
chain warehouse there, can yoy 
tell how much is sold at retail in 
the 14 counties that make up the 
Pittsburgh retail market—and how 
much goes into the 30 surround- 
ing counties that make up the 


. ‘ wholesale market? 
. \ “No wonder such important 
; : cities as Canton, Youngstown, 


Worried about soaring sales costs? Many ad- T tation of material gathered from 
vertisers are. But lots of them are finding the you “ ey ro gna ony i 
clue to lower costs, more stable profits, by you i - shie cme ae Baer 
looking at markets locally—one by one—in- WI p , - Rog plained, 


stead of in the mass. 


A top life insurance company found, for 
instance, that 81.9% of its advertising dollars 
were going into 45 states that produce only 
53.7% of its customers—while only three 
states provide 46.3%, or nearly half, of all 
the policyholders on its books. 


Why? Simply that markets are different 
because people are different. Their only com- 
mon denominator is that every sale you make 
is a local transaction between a local cus- 
tomer and a local dealer or agent. 


That's what makes newspaper advertising) 
so useful an answer to’ today’s problem o 
cutting sales costs. With newspapers, you ge 
precision control. You go after sales whe 
and when you can get them most easily, m 


profitably. 


atl Bwdcredd ts wocal 


Johnstown, Wheeling and Clarks- 
burg may look pretty sad on your 
shipment sheets.” 

As examples of neglected “Cin- 
derella markets,” Mr. Barnes cited 
Worcester, Waterbury, Trenton, 
Erie, Washington, Canton, Fort 
Wayne and San Diego. Total re- 
tail food sales of these markets, 
he explained, are $198,000,000— 
greater than any one of 35 of the 
48 states—greater than the com- 
bined food sales of Vermont, Dela- 
ware, North Dakota, South Da- 
kota, New Mexico, Idaho and 
Nevada. 


Expect Continuing Audit 


Alfred B. Stanford, the bu- 
reau’s national director, said that 
within a few months the Continu- 
ing Monthly Grocery Audit of the 
newspaper medium would report 
brand sales in markets where 20% 
of the American people live and 
26% of grocery sales are made. 
Monthly reports are now being 
issued for New York, St. Louis, 
Cincinnati and Gary, Ind. Simi- 
lar projects are being developed 
in 11 other cities. 

The consumer buying strike i: 
“still a myth”? Samuel G. Barton, 
president, and Kurt Rogers, vice- 
president of Industrial Surveys, 
Inc., told GMA in a joint presen- 


consumer purchases of canned 
fruit and vegetable juices were 
up 21%; of baby food, up 42% 
peanut butter, 4%; canned fruit, 
15%; dog food, 39%; butter, 21%: 
margarine, 32%; canned soups, 
10%, and canned meats, up 16% 

On the other hand, decreases 
were shown in purchases of cold 
cereals, 9%; lard, 10%; packaged 
soaps, 27%; and toilet soaps, 29% 
Mr. Barton emphasized that sur- 
veys show the importance of con- 
sistent advertising to maintal 
brand loyalty. 

Paul S. Willis, GMA president, 
said that the buying public } 
“sick of substitutes.” Grocers, "¢ 
added, “have found that r 
stocks of most popular brands are 
still worth 100 cents on the d0- 
lar, but that off-brands have Dé 
come shelf-warmers.” 


To Bryan-Brandenburg 


Ralph S. Shepherd, former» 
production manager in the > 


i a AN 


| Francisco office of Biow Com} 
|has joined Bryan - Brandenbw 
|Company, Los Angeles engrav®! 
and electrotyper, as an execu! 


|Publishes Alva Daily 


Bruce Bicknell, former mem0% 
of the Oklahoma City Unite 
Press bureau, has become ec'0! 
publisher and joint owner of ™* 
Review-Courier, Alva, Okla. 


| h WMWAlAbLEN | | 
Sak peseea 
tM Risers nent 
| FS teeeeuee | ——— 
| | ) | 
| | | | 
j | ' ‘ 
) i 
| 
| 
I | | | 
. 
i | ; ; | 
i | — | 
} a i 
- | 
| { “reg , pe: | 
i) (ie fog 
a P fy ow ae yi | 
{i . SS x Me . : “4 FE... <i me 
: Ai | FR Guicy. 
ae 3 a Pe : ba 
= oy Wee UIKE-A-RABBIT oy 
| aE / ORK locas LES 
i A Bea ca 
| Bert F Proved formulg > Merchant, hn 
i 
5 the p; Ket ig ° ig 
a ri pre 
| People. Sun Sh peonte rather dicated op | 
| ring Pp ore and | 
C0St Der eng rompt, Profitable peg ' ‘Pend more | 
MERE Stone omer, That's why Us at o lower 7 
Ss hay y 4nha 
Sun for 24 * Placed M0re aq ~ Depart. 
Verticj,.. . 
morning OnSecutiy © Years . Tlising in The | 
even; an j 
| mng or Sunday neyy tla other | 
| | SPaper. 
| he Si’, 2 
Ropresen 
Williams, “tou”, Chicago, wn YORK un ] 4 
“* & Creamer Core” Franciscy g dt KS) Se on 
mys 5 m OA Dr 
cay NR — 
° S. Bey x 
aN i | 
| ,, DUAL 
Dy R-xX 
(5 (ye 
‘ 4 PO 
“ALL BUSINESS 1S LOCAL” AD IN BACKGROUND IS ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING. AN.P.A, a 
| 


1947 


ex- 
asso- 
e bu- 
your 
or a 
b you 
ail in 
ip the 
d how 
ound- 
p the 


ortant 
stown, 
‘larks- 
1 your 


eo 
S cited 
fenton, 
. Fort 
tal re- 
arkets, 
D,000— 
of the 
2 com- 
» Dela- 
th Da- 
Oo and 


lit 


le bu- 
id that 
ontinu- 
t of the 
- report 
re 20% 
ive and 
» made. 
y being 
. Louis, 
. Simi- 
veloped 


trike is 
Barton, 
rs, vice- 
Surveys, 
presen- 
ed from 
el. 
ed with 
(plained, 
canned 
es were 
up 42%; 
ed fruit, 
er, 21%: 
J soups, 
up 16% 
decreases 
s of cold 
packaged 
aps, 2Y 
that 
e of con- 
mainiain 


president 
publi 
rocers, He 


hat their 
rands are 


. the 


have ve- 


burg 


former 
the 52 


Com} 
ande! 


engrave! 


exec 


7MREN YOu FOLL ~ 


qne Oth 


PRICE 20 cents 


PUBLICATION OFFICE: TULSA 1. OKLAHOMA ® OFFICES: NEW YORK. 


JOUANAL 


Aub GAS 


22,601 PRE-INTERESTED READERS 


Yes Sir . . . more PAID subscribers than any other oil publication 


... and EVERY ONE an interested reader of YOUR advertising. 


We can make that positive statement because these readers are 


A series designed to 
help oil men get 
more from their 
valuable reading time 
- . « and advertisers 
a greater return from 
their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


Tere 22,601 
OURNAL rrr 


OIL men, who have proved with PAID subscriptions that The Journal 


brings them what they want. These men want to know how YOUR 


product or YOUR service can help them. 
Tell them in The Journal . . . the oil paper 
that has MORE readers, and MORE advertis- 


ing, than any other oil publication. 
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Miss O’Grady to Field's 


Kathleen O’Grady, advertising | 
manager of Mandel Brothers, Chi- 
cago, from 1944 to 1946, has been | 


ST.0«3 3 SE Fb 


MISSOURISS MARKET 
8 


ST. JOSEPH NEWS-PRESS 
St.Foseph Onzette 


;mamed copy chief in the adver- 
tising department of Marshall 
| Field & Co., Chicago. 


‘Time’ Speeds Delivery 
Time Pacific Overseas Edition 
has discontinued publishing opera- 
tions in Sydney, Australia, where 
previously the magazine was off- | 
set-printed from _ positive films 
air-shipped from the United States 
each week. Effective with the| 
issue of June 2, delivery will be| 
made from Honolulu via Pan-| 
American Airways, enabling read- | 


ers in Australia and New Zealand 
, to receive the publication on issue 
| date, as do readers in America. 
|It betters former schedules by 
/almost a week. ; 


| Allied to Corbin | Agency 


| Allied Electric Products, Inc., 
Irvington, N. J., has appointed 
| Corbin Advertising Agency, New 
| York, to direct its advertising. 
General magazines, business pa- 
/pers and direct mail will be used 
|\to promote its Spring-Action 
plugs. 


Schroeder Joins McCann 


Charles Schroeder, formerly 
with Jackson & Co., has joined 
the foreign department of Mc- 
| Cann-Erickson, New York, as ac- 
|}eount executive. 


Roy Crippen Promoted 


feeds), has promoted Roy Crip- 
pen to advertising manager. He 
|has been with Ballard for the 
| past 10 years. 


“Bendix Radio 


Z PRanUCT BF BENDIX BVIBTION CORPORATION 


M\, 


_SYSTE! M 


MPQUALITY NEON 


New York Office, Circle 5757 


REPRESENTATIVES 


iooki Like | an Intricate 
Problem in Algebra... but 
reduced fo simple terms it means: 


TEQUALS 


needs the local dealer. . 


identified with the product. 


Your ADvERTISING 
PLUS Prooucr spenmeceingl 


ef gre 
HUD 


Buccessful advertising depends upon bringing buyer and 
| seller together. A nationally advertised “branded” product 


. and the local dealer should be 


That's where we fit into the picture. We make “brand 


buying” 


easy by tying-in the brand name or trade-mark 


with local stores, through product identification signs. 


Nearly 20 years of point-of-sale specialization has 


brought us recognition as the sign leader . . 


nation’s advertising /eaders. 


. serving the 


Whatever the size of your budget, we can prepare an 


effective sign program to fit it. Just send us an outline of 


your requirements—with trade-mark, logotype, etc. We'll 


gladly submit sketches and recommendations without cost 


or obligation. 


AND FLUORESCENT 


“* 


+ Chicago Office, Ardme 


IN ALL 


SIGNS 


re 9400 + Los Angeles Office, Hempsteod 484) 


PRINCIPAL 


IN. QUANTITY” 


CITIES 


Ballard & Ballard, Louisville | 
(Oven Ready biscuit, flour and | 


Re eS Per sey ial 
-*» 
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Bad Management |s 
Small Business’ 


Chief Flaw—CED 


New YorK—The biggest threa: 
to small business lies in inept ang 
|inexperienced management, the 
Committee for Economic Develop. 
|'ment declares in a statement oy 
|national policy, made public las 
| week after two years of study. 

More failures of small busines; 
are due to lack of skill in running 
the enterprise than any 
single cause, CED found. 

It recommends that manufac. 
| turers, suppliers and trade asso- 
| ciations increase their aids t 
|small business, that community 
organizations become more ac- 
tive, and that technical research 
be financed in colleges and uni- 
versities, as well as expanded 
service by the Department 0; 
Commerce. 


other 


Suggests New Banks 


| Other recommendations: 

1. Easier long term credit and 
equity capital, even to supple- 
menting present banking facili- 
ties by establishing “new capita) 
banks,” but CED thinks the fed- 
eral government should 
subsidies, direct loans or 
stricted guarantees except fo 
“grave emergency,” says it is im- 
portant that private financing “be 
enabled to meet the legitimat 
needs of private business” unde: 
all ordinary circumstances. 

2. Tax measures should be re- 
aligned where they are especially 
injurious to small business, and 
,CED recommends that taxpayer: 
be permitted to average out their 
income tax over a period of years 
to reduce present discrimination 
against those with irregular in- 
comes. 

3. Voluntary action by busi- 
ness to promote fresh and _ fair 
competition, and removal of bar- 
riers to interstate trade and agree- 
ments with other firms or labor 
unions to limit .competition be 
dropped, and that tie-in sales and 
other “monopolistic practices” be 
stopped. 


Would Re-study Present Laws 


4. That existing federal legis- 
lation relating to competition ané 
| business practices be reexamined, 
and CED recommends a reap- 
praisal of state and local legisla- 
tion which “under the guise o! 
preventing unfair competition 
may deny competitive freedom. 

CED points out that 98% of all 
business firms in the U. S. are 
“small business,” since of the 3,- 
317,000 business units in 1939, 
only 52,000 had 50 or more 
ployes. Since 1900, more (than 
1,000,000 small _ business 
have been started and survived 
Small firms provide about 35°) 0! 
the national volume, and e!- 
ploy 45% of the workers engage 
in business. 


avold 
unre- 


em- 


Jacobs Promotes Three 
in Appliance Division 
F. L. Jacobs Company, D: 


manufacturer of the Laun 
home laundry, has prom: '(e€° 
Clyde G. Remmo, assistant 
manager, to sales manager 
appliance division, succt 

J. W. Stigall, resigned. 

T. R. Buttrick, formerly h¢ 
distribution of the applian 
vision, has been appointed 
ant sales manager. M. H. I 
has been named to fill the 


tribution post. 


Martin Joins Reinhold 
Harry I. Martin Jr., form 
sales engineer for Patterson- 
Company, New York, has 
Reinhold Publishing Corpo! 
as sales representative for 
Industries Catalog and Ch 
Engineering Catalog. 
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OVERWHELMING 
FIRST CHOICE 


for magazine promotion! 


NEL) WEADVERTISING AGE 


PUBLICATION 
B 
926,503 
LINES — 
393,777 
LINES 
an 
174,097\ (Vea 
LINES 194,284 
LINES 


In 1946 104 leading national magazines placed 761,439 lines 
of advertising in Advertising Age. This is more national 
magazine advertising linage than appeared in any other 
publication of any kind. It was almost equal to the total 
of the second and third general advertising publications 
combined. National magazines, which have preferred 
Advertising Age as their major promotion medium for 
many years, know they get results from the big, dominating 
pages of the advertising publication which is also the pre- 
ferred medium with readers in this field. 


MAGAZINE ADVERTISERS 
IN ADVERTISING AGE, 1946 


*Airways Traveler 
American Home Magazine 


American Legion 
American Magazine 
Army Times 
Atlantic 


Better Homes & Gardens 


Buse Publications 
Business Week 
Calling Ail Girls 
*Chicago Stagebill 
Child Life 
Collier's 
Cosmopolitan 
Cover Girl 

Deb Magazine 


Dell Detective Group 
Dell Modern Magazines 


Ebony 
Esquire 
Elks Magazine 


Family Circle Magazine 


Fascination 


Fawcett Comic Group 


Fawcett Publications 
Financial World 
*Flying Age 

Forbes 

Fortnight 

Fortune 

Fortnight 

Field & Stream 
Foreign Service 
Fur—Fish—Game 
Gala 

Glamour 

Good Housekeeping 
Grit 


Hit Parader Magazine 
Hillmans Women’s Group 


Holiday 

Holland’s Magazine 
Homemaker 

House Beautiful 
Household 

Hunting & Fishing 
Hygeia 


Idel Women’s Group 


The Instructor 


Ladies Home Journal 


Life 
Look 


Bernarr MacFadden’s Detective 


Magazine 


NATURALLY FIRST CHOICE! 


The leadership in advertising linage in all major classifications which 
Advertising Age has enjoyed for many years is a natural result of the 
basic, essential service it has rendered to the advertising field. Adver- 
tising, marketing, merchandising and sales executives must have the 
specialized, specific news of their business completely, promptly and 
accurately. Created to serve this specific need, Advertising Age has 
done so capably and efficiently. Proof of this is found in the more than 
twenty reader-preference surveys in the last ha!f-dozen years, each and 
every one of which has placed Advertising Age in first place. Thorough 
coverage, dominant page size, top-notch editorial service, and reader- 
preference have naturally made Advertising Age "The World s Number 
One Promotion Medium for Advertising Media and Services.” 


dvertising Age 


MacFadden’s Publications 
McCall's 

Mademoiselle 
*Mayfair 

Mechanix Illustrated 
Miss America 

National Comics Group 
National Geographic 
*National Hunting Guide 
Nation's Business 
Newsweek 

New Yorker 

Norte Magazine 

Open Road for Boys 
Outdoor Life 

Outdoors 

Parents’ Magazine 
Pathfinder 

Pic 

Polly Pigtails 

Popular Mechanics 
Popular Science Monthly 
Promenade 

Readers Digest (International 

Edition) 

Redbook 

Revista Rotario 

Salute 

Saturday Evening Post 
Secrets 

Science Illustrated 
Seventeen 

“Skyways 

Sport 

*Sport Digest 

*Sports Afield 

*Sports Group 

Thrilling Group 

Time 

Time-Life International 
Today’s Woman 

Travel & Camera 

True 

True Confessions 

True Detective 

True Story 

United States News 
U.S. News & World Report 
Westways Magazine 
Woman's Home Companion 
World Report 

“Your Own Home 


“Exclusive in Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


100 E. OHIO ST., CHICAGO 11 


* 330 W. 42ND ST., NEW YORK 18 
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Hacking at the Consumer Dollar 


It is no news to any of us that! 


competition comes in at least two 
forms: The first from companies 
making or selling the same or a 


similar product; the second from | 


| 


everyone else making or selling a| 
product or service which competes 
with our own product or service | 


for a slice of the dollar which the 
consumer has to spend. 


| tors or a 


This inter-industry competition | 


is recognized by everyone, but we 
doubt if most merchandisers pay 


should, especially since inter-in- | 


dustry competition is sure to grow 
as an economy expands, and more 
diversified lines of goods and serv- 
ices enter the market. 

Every industry is apparently 
gathering its skirts for an all-out 
assault upon Mrs. America’s 
pocketbook. Last week the music 
trades joined the fray with the 
industry- 
wide program to sell more music 
and more music-making. The 
week before it was the travel 
trades, or the home furnishings 
industry, or the ice industry. In 
many cases these industry-wide 
efforts are aimed squarely at a 
competitive industry—ice against 
electric refrigeration, or coal 
against oil or gas as a fuel, for ex- 
ample—but a secondary result is 
bound to be a pull upon consumer 
dollars which may have far-reach- 
ing effects in industries whose 
connection with the prime mover 
is exceedingly remote. 


The luxury and semi-luxury in- 
dustries, such as jewelry, enter- 
tainment, movies, etc., have al- 
ready felt the effect of such an 
inter-industry pull as a result of 
availability of merchandise. Peo- 
ple who had been night-clubbing 
their income away because they 
couldn’t buy clothes or refrigera- 
new car have shifted 
their spending patterns greatly in 
the past year or so. And as the 


pull on their pocketbooks becomes 
as much attention to it as they | 


more intense and more diverse, 
we are likely to witness more and 
more islands in the economy— 
some lush and green, as particular 
industries strike the spending 
nerve, some barren and deserted 
as an indirect result of the lush- 
ness of the first group. 

We have all been preaching an 
era of unexampled competition, 
and it is already emerging. The 
far-seeing merchandiser, with the 
long as well as the short view, 
will keep an eye not only on his 
direct competitors, but also on 
what any number of “unrelated” 
competitors are doing to gain 
favor with the public. What’s 
more, he will recognize the neces- 
sity for serving his industry well 
even while competing directly for 
business, because he understands 
that some competitive methods 
may gain him temporary advan- 
tage in his own industry, but may 
at the same time be so harmful 
to the industry as a whole that 
he, too, will ultimately suffer. 


Retailing Flexes Its Muscles 


The recent comment of Lewis 
C. Shave, president of Nation- 
Wide Stores Company, seems 
significant to us. Mr. Shave said: 

“Thirty years ago a food manu- 
facturer had to contact nearly 
6,000 first buyers to get national 
distribution. Today, if he can sell 
the right 96 fellows, he can reach 
nearly every part of the country 
through retail units.” And he 
added the prediction that “the fu- 
ture battle of the brands will be 
fought at the retail level,” with 
retailers largely in control of the 
situation. 

In our opinion, Mr. Shave is be- 
ing polite. We are very much in- 
the trend 
evident in 


terested in which has 


been recent years to- 


ward closer cooperation between 
and 
national 


brands, such as the recent Kroger 


retailers and producers 


greater emphasis on 
promotion 
skeptical 


The point is that big retailing 
t 


But we remain largely 


not just in the food lines, and not 
just through integrated 
but also in other lines’ and 
through buying syndicates and 
other arrangements — is getting 
just as big, and maybe more im- 
portant, than big manufacturing. 
Sears, Roebuck & Co. alone is cur- 
rently doing about 2% of the en- 
tire retail volume. A couple of 
the leading buying syndicates in 
the department store field prob- 
ably represent stores doing equally 
impressive volume. Big retailing 
is a fact, not a potential. 

Big and small retailers, and big 
and small manufacturers, can 
work together to their mutual 
benefit, or they can go to war in 
an effort to beat each other down. 
We hope both producers and dis- 
tributors 


chains, 


continue to exercise 
judgment as selling gets 
the mutual 
sayings of 


sound 


tougher and admira- 
the war 
years lose the pristine glory which 


once held. 


tion society 


they 


| 
| 


eed 
_— 


—Electrical Merchandising 


“The honeymoon's over—do a real selling job or | won't buy it!" 


Genteel 


Having accustomed ourselves to) 


perfume ads that read like a 
James M. Cain dialog, it was 
with relief that we spied the fol- 


lowing copy by Saks in The New | 


Yorker, pleasantly plugging Coty’s 
Muguet des Bois. 

The text says the perfume has 
a springlike fragrance and ‘the 
added advantage of neither leer- 


SARS FIFTH AVENUE o piquncntn 


This perfume 

has delightful i ia} 
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COTY'S MUGUET DES BOIS 


ng nor panting. In fact so many 
people like it that, for all of us, 
you might buy it, wear it, and 
grab off a man right quick. Then 
you'll be glad you read this. 
Never having been completely 
convinced that one whiff of Pun- 
gent Passion was enough to con- 
vert just anybody to lustful action, 
it’s nice to see someone working 
the opposite side of the street. It 
was approaching the point where 
the normally shy male was 
ashamed to pronounce the names 
of the scents at a perfume counter. 


Open Shop 

Not long ago Wayland B. Geis- 
singer bowed out of Batten, Bar- 
ton, Durstine & Osborn, Los An- 
geles, and set up his own shop. 
“Doc” Geissinger is a familiar fig- 
ure in the agency business, hav- 
ing been advertising manager of 
Sunkist, vice-president of Lord & 
Thomas in Chicago, etc. Geis- 
singer & Co. is currently scratch- 
ing the earth of southern Cali- 
fornia, and recently issued a gem 
of agency promotion, in the style 


of the ‘90s, called 
Advertising Review 
pulsively).” 

The “Review” does a humorous 
and competent job of explaining 
the background of the various of- 
ficers of the agency, and has a 
nifty coupon, which reads: 

“Do you have advertising gas 
pains? If you are suffering severe 
headaches, sleepless nights, spots 
before your eyes and dizzy spells 
over your advertising and mar- 
keting problems, you should im- 


“Geissinger’s 
(issued im- 


mediately call for an absolutely 
FREE consultation with ‘Doc’ 
Geissinger and his interns. They 


welcome the opportunity day or 
night of asking embarrassing 
questions about your business and 
the methods of promulgating it.” 


Bank Notes 

According to a recent survey 
by Northwestern Banker, Des 
Moines, most bankers think banks 
should work a five-day week. In 


a poll by the magazine, banks 
voted 58% for a five-day week, 


42% against. 

Asked to pick the day to be 
closed, 61% liked Saturday, 11% 
liked Thursday, 6% Monday. Al- 
though many bankers 
that small town banks would op- | 
pose the five-day week, the sur- 
vey showed banks in towns of 500 
or less favored the week 63% to| 
37%. 


thought | 


The following documents may, | 
secured without charge from c¢ - 
panies sponsoring them, or throig} 
ADVERTISING AGE, by any natic na) 
advertiser or advertising agen 
executive writing on his busi ess 
letterhead. Address ADVERTISin¢ 
AcE, 100 E. Ohio St., Chicago 1}. 
Ill. 


No. 2806. Survey Covering 2.803 
Buyers of New Ford Cars 
Purchased Since Jan. 1, 1946. 


Reading Habits, Inco, 
Groups, Occupations, 2,372 


New Car Buyers. 

This Week Magazine has issued 
two surveys of reading habits. 
occupations and incomes of new 
car buyers (1946 or later). Ques- 
tionnaires were sent to 1,000 new 
car buyers in the low price group. 
and 1,000 in the higher price 
group in each of six cities: Bal- 
timore, Pittsburgh, Detroit, Chi- 
cago, Milwaukee and Los Angeles 
The studies show readership as 
well as duplication of magazines 
and newspapers among these car 


_ buyers. 


No. 2807. Detailed Circulation 
Analysis, December, 1946. 
Circulation by provinces as 
compared with circulation, fami- 
lies and urban families; circula- 
tion in cities of 10,000 and over, 
by population sizes, and othe 
groupings and comparisons of cir- 
culation and population are in- 
cluded in this detailed study, is- 
sued by Saturday Night, Toronto 


No. 2808. NYSA Detailed Circu- 
lation Analysis. 


New York Subways Advertis- 
ing Company has _ issued | this 
booklet, which analyzes New York 
subway fares to indicate car card 
coverage. Figures are for the 
calendar year 1946, based on cash 
fares as reported by the Board o! 
Transportation of the City of 
New York. They cover IRT, BMT. 
IND, the three rapid transit sys- 
tems, and the Brooklyn-Queens 
surface cars and buses owned and 
operated by the city. 


No. 2772. Syndicated Sunday 
Magazines—An Appraisal. 

“The advertiser or advertising 
agency which refers to advertising 
in syndicated Sunday magazines 
as ‘advertising in Sunday news- 
papers,’ or as ‘advertising in news- 
paper’ supplements,’ when promot- 
ing this advertising to the sales 
force or trade, is throwing awa) 
valuable merchandising pow e! 
which has been bought and paid 
for.” This is one of the points 
made in an evaluation of syn- 
dicated Sunday magazines ») 
Lionel Moses, vice-president of 
Parade Publication, Inc., whch 
he illustrates with a case histor) 


Thirteen states and the District | cited as a typical example. 


of Columbia now permit banks to 
close one day a week. 

The magazine reports, however, | 
that one banker reacted violently: 
“No country ever became great or 
prosperous on a 5-day week and I 
see no reason why we should go 
in for these ‘New Deal’ fads. 
Saturday noon closing is perhaps 
all right, but it should be op- 
tional.” Who invented Saturday 
noon closing, Coolidge? 


Jottings 
If you’ve got a brassiere ac- 
count, you owe it to yourself to 


read an editorial in the May issue 
of Medical Times, published at 67 
Wall St., New York. It reads in 
part: “Those charged with the 
writing of the trade’s advertising 
blah are clever; poets of the mam- 
mary school, we_ should call 
tem..." 


| No. 2786. Report No. 3, Conti 


ous Consumer Brand Inv 
tory of Grocery Products 
The Pittsburgh Sun-Telegr:! 
has issued the third report in |‘ 
continuing study, giving the 
tails on brand data resulting f) 
household inventories made « 
ing December, 1946, and Janu 
1947. The area of investiga 
was extended for this study “ 
include the entire ABC city z ™ 
of Pittsburgh. This area cont 
a population in excess of 1,000 
as against the two-thirds mi! 
in the corporate city, former : 
of the study. The total pane 
760 households remains the sa 
but 290 of the households w:*' 


dropped by random drawing f! 
the corporate city sample and 
number added in the area bey 
the corporate city zone. 


wT / 
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Wise husbands in Philadelphia know 
that their wives want to read The 
Philadelphia Inquirer, too. This news- 
paper is full of features to inform, en- 
tertain, amuse and help the housewife. 
Because The Inquirer has won its way 
into the hearts and homes of Philadel- 


phia women, it has earned advertising 


leadership in America’s 3rd market. 


 ¢ TELL IT IN THE MORNING...TELL IT IN 


he Philadelphia Anguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
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Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Goodrich Boosts Craig Free & Peters Expands Willi d M | POTRE spent & 
Eugene L. Craig, senior sales Joseph Evans has been ap-| i lam an ary Chis Side ol Ihe Beran. igs 
correspondent in the international | pointed manager of the new Fort he ot 
division of B. F. Goodrich Com-'| Worth, Tex., office of Free & d si 4 | 
pany, Akron, has been named Peters, radio station representa- ‘ 
sales manager for the Interna- tive. Jack Thompson, formerly an ap OW e Unto 
tional B. F. Goodrich Company in| with McCann-Erickson in New . ol Phong. 
Hawaii, with headquarters in| York, has been named to fill Mr. “es: ae a 
Honolulu. Evans’ post on the Chicago staff. Spawn Ad Agencies ae 
}0,991, 
| THE BEST WAY TO REACH ‘Learn by Doing’ | oe 
| "a —_ — Idea Carried to | vn 
ie c 1 6, 00 0,000 B OW LERS wy Rs Practical Limits peal te 
| Tell Your Story in Bouling Witttamssurc, Va.—If you've 


% 

i ) been wondering why there seem | 
y ) a |to be so many advertising agen-| —74 1 = 
Over 37,000 circulation, including 25,000 league and 2515 | cies in this small Virginia city suites, tae 
city association officials. The ae mehelan with 100% |which has been in the news eee ren, rena mene 
coverage of 5336 certified Bowling establishments. Bowling largely as a result of Mr. Rocke- 
market, wide open after four war years, produces $291 ,000,- feller’s colonial restoration project,| AGENCY AT WORK—In Cap Towle's advertising classes at William and Mary, 
) 000 annually — three times as much as pro baseball. a gentleman named H. Ledyard _ students work as “agencies.” Here are a couple of ads prepared by one group, 
Write for our latest rate card today. |Towle can tell you. along with the top of the “agency's” printed letterhead. 
H. Ledyard Towle, better known | 


_ ASATON TRAVEL AGENCY 


| ' Official Publication of 

& 'to many admen as Cap, spent a/connection with Pittsburgh Plate | to become a professor on the staff 
| | OUI AMERICAN BOWLING CONGRESS number of years with the adver- | Glass Company. | 

BH 


| of the College of William and 
Mary, where he teaches advertis- 
ing. And that explains why there 
always seem to be more adver- 
ising agencies in Williamsburg 
than any town that size ought 
to have. 


2200 NORTH THIRD STREET tising departments of General; In 1942 Cap Towle partially 


MILWAUKEE 12, WISCONSIN Motors and Du Pont, and was | deserted Pittsburgh Plate Glass 
: ‘known far and wide during his' (he still serves them part time) | 


THE BOWLER’'S MAGAZINE 


Organize ‘Agencies’ 


Cap Towle thinks the best way 
to learn advertising is to work 
at it, so his beginning classes in 
advertising start off with two 
weeks of lecture every month and 
two weeks of “agency work.” 
Classes, limited to 30 or less, are 
broken down into four groups, 
each group representing an 
agency. They pick a name, have 
stationery printed, form an or- 
ganization, with a president, pro- 
duction manager, copy chief, art 
director, research head, etc., and 
proceed to plan a project. 

One of the current groups is 
the “Gateway Advertising 
Agency,” of which Dewey Lee 
Curtis is a member. Dewey, in- 
cidentally, thinks the idea is so 
wonderful that he supplied al! 
the data on which this explana- 
tion is based. 

Having set up an agency or- 
ganization, the group proceeds to 
work. “Gateway,” for example, 
decided to plan a campaign fo! 
the “Ashton Travel Agency,” and 
the various tasks are assigned to 
the various members of the agency 
| staff. The media man starts get- 

ting the dope on rates, circula- 

IS tions, etc. The research depart- 

. ment starts digging out applicable 

data. The art and copy members 

go to work on their chores. All 

. of the “agency” functions are per- 

formed by the group outside of 

¥ W RD BREVITY ‘class time, and all the physical 

° work is done by the group itsel! 

except for the printing, which 1}s 

done in town, to specification de- 
cided upon by the agency. 


Sells the Campaign 


As a result of all this effor' 
the “agency” ultimately produces 
a “campaign,” complete with com- 
prehensives upon. which type 
proofs have been pasted, and 1!:¢! 
the agency, with the “contic! 
man” doing the heavy work 


corners Cap Towle, who is 
STANDARD OUTDOOR ADVERTISING Inc. playing the role of the reluc 


client, and tries to sell him ‘ht 
IR * SHELTON BLDG. « 525 LEXINGTON AVE. « NEW YORK 17, N.Y. © ELDORAD campaign. At the end of « 
QUALITY SERVICE IN 1,626 CITIES. AND TOWNS 


Ls 


semester all of the campa 
usually consisting of six ads « 
go into an advertising exhib! 
along with radio scripts, wil 
and counter displays, and o * 
material. 

The cost of the _ letterh 
proofs of type matter, etc., usu 
run each “agency” member a 
$2 a semester. 

In the second semester of 
Towle’s classes, campaigns 
quick—are the order of the 
Each day Cap brings a produ 
class and each agency does its 
to work up a promotional c: 
paign for it in 40 minutes, inc! 
ing copy, sketches for the ar' 
etc. The remainder of the tim 
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spent going over the results, with | Berkinshaw Elected 
criticism from the professor and | R. C. Berkinshaw, vice-presi- 
he other agency groups. dent and general manager of 
|Goodyear Tire & Rubber Com- 
| pany of Canada, East Toronto, was 
a |elected president of the Canadian 
Manufacturers Association at the 
|annual meeting in Banff, Alberta. 


‘Unfaithful’ Gets Plug 


Warner Bros. Pictures, 
York, will use August issues of 
28 fan and women’s magazines, 
vith total reader circulation of ae ae 
60.991,712, for a special advertis- | Joins Fashion Staff 

ng campaign on “The Unfaith- | Arthur B. Levine, formerly with 
ful,’ starring Ann Sheridan, Lew|J. Walter Thompson Company, 
Ayres and Zachary Scott, because | has joined the copy staff of Fash- 
of “the picture’s particular ap-| ion Advertising Company, New 
peal to women.” | York. 


New Transcription 
Firm Distributes 
Hollywood Shows 


Cuicaco — Hollywood Recorded 
Features has been formed here to 
market more than 70 transcribed 
radio programs produced by Radio 
Producers of Hollywood. 

Early expansion into the tele- 


' vision field is planned by the com- 


pany. Music, drama, quiz shows, 


public service and comedy are of- | 


fered at present, and shows are 
| five to 30 minutes in length. 

R. S. Peterson, president, for- 
merly was with NBC and Schwim- 
mer & Scott. Offices are at 75 E. 
Wacker Dr. 


Ebasco to Advertise 
Ebasco Services, Inc., New 
York, engineer and business man- 
agement consultant, will launch 
| the first ad campaign in its 40- 
year history in July issues of For- 


15 


tune and Time, trade publications 
and business newspapers. Albert 
Frank-Guenther Law, New York, 
is the agency. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


Division of 


<i 4 Artkraft® Manufacturing Corporati 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks US. Pe OF 
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Some fifteen years ago— 
during the days of ten-cent 
corn — a city-trained man 
couldn’t possibly have gone to 
a town of 7,000 and made good. But H. B. 
“Count” Riley didn’t know that . . . so he went 
to Fairbury, Nebraska, and succeeded in a large 
way! 


Today, the H. B. Riley Motor Company occu- 
pies two of the largest buildings of their type in 
Fairbury. “Count” is very active in civic affairs 
and has just finished his part as director of pub- 
licity for the “Million Dollar Farm Machinery 
Show” recently staged in Fairbury. He has an 
exclusive Ford dealership for the county and 
serves a large trade area. Many of his customers 
even come from the neighboring state of Kansas 
to be served by his fifteen efficient employees 


He Made Fords and Farmers His Future 


and to take advantage of the facilities offered in 
the largest automotive repair shop in the area. 
His busy farm machinery division, as well, draws 
folks from many miles around. 


“As a matter of fact,” says Riley, “85% of 
my business comes from farm people. When I 
examined the strip lists of the Nebraska Farmer 
subscribers on the rural routes out of Fairbury, 
I found I knew just about every one of them. 
Why, I do business with fully 90% of them, and 
that’s why I consider items advertised in the 
Nebraska Farmer good merchandise to stock. My 
customers are pretty well sold on a product before 
they ever come into my place.” 


When “Count” makes a statement like that, 
he’s voicing the conviction of countless Nebraska 
merchants who have discovered that the state’s 


* 
H. B. ‘‘Count" Riley, the ‘‘big city" fellow 
who made good in a town of 7,000. 


farm people have confidence in the Nebraska 
Farmer and in products advertised in its pages. 
He is one among many who know that the 
Nebraska Farmer ranks FIRST as an advertising 
medium for their customers. 


x kk 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by the H. B. Riley Motor Company, are Advertised in the Nebraska Farmer. 


Air Cleaner Service Company 
American Chain and Cable Company 
American Road Equipment Company 
Anderson (Carl A.) Inc. 

Briggs & Stratton Corp. 

Continental Motors Corp. 

Dempster Mill Mfg. Company 


Du-More Farm Equipment, Inc. 


Ferguson (Harry) Inc 


Firestone Tire & Rubber Company 


Ford Motor Company 


Fuchs Machinery & Supply Company 
Goodrich (B. F.) Company 
Goodyear Tire & Rubber Company 


Little Giant Products Company 


; Monroe Auto Equipment 


Mulkey (Sam) Company 

National Auto Parts Company 
National Battery Company 

Reliance Battery Products Company 
Sherman Products, Inc. 
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Commercials 
Are Wondertul— 
in Russia, That Is 


your NW ‘ \ess) New YorKk—Unlike Americans, 
: 50 grids - whose chronic complaint is com- 
(ww pier" mercials, Russians like radio ad- 
conte may vertising announcements. 
Tailor r nents At least, according to United 
a lee? a - Press reports received here from | 
e = ait WHE Moscow, they listened eagerly to 
packtire \oss- nat every the first commercials broadcast 
inane’ guat ‘yy woee there recently—and asked for 
prepare *° and ve more. 
> was prose Muscovites, who heard no high- 
- ontes roses powered, musical tributes to the 
a. Kee? © anol sponsor’s product, greeted the 
ysers gelle¥ early: matter - of -fact spot announce- 
aul on . ments for theaters, stores and fac- 
_ = gache tories as an information service. 
yy thes® Neither subtle, nor coy, the Rus- 
seraan | Sian commercials are read—by 
de men and women announcers—one 
‘ E . after another during eight min- 
Bie = se reserved for advertisers, 
sai OC - ~~ i _ three times daily. 


No information was available| York, to handle trade relations 
here as to whether the Mdscow and promotion. 


station would accept announce- 
ments from foreign advertisers— 
if any American companies are 
interested in spending money in| 
this market. Queries to the Rus- | 
sian consulate were referred to 
the office of the Minister of Com- 
munications in Moscow. 


Raytheon Appoints 


Frank S. Horning has been 
named sales manager of the re- 
cently formed commercial prod- 
ucts division of Raytheon Mfg. 
Company, Waltham, Mass., with 
William A. Gray as assistant. Mr. 


Horning worked on radar experi- | 


ments during the war and for- 
merly was associated with RCA. 
A former WPB executive, Mr. 
Gray has been with Raytheon for | 
two years. 


Appoints Wolff Agency 

Beverage Publications of Amer- | 
ica, New York, national organiza- | 
tion of audited periodicals in the 
alcoholic beverage industry, has 
appointed Lester “L.” Wolff, New 


through brilliant lithographic 
reproduction, HAYNES keeps 


everlastingly at the job of 


making an effective bid for 


Sues S a Waynes Kee offecluely bitte soe llhagaphg: 


ATLANTA: 501 


BALTIMORE: 30 WEST 


HAAS-HOWELL BUILDING e 


25TH STREET 


Phone: CYPRESS 4273 


. Phone: BELMONT 0861 


WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. @ Phone SLIGO 8000 


NEW YORK: SUITE 303-4, 


CLEVELAND: 1836 EUCLID AVE., 


424 MADISON AVENUE e 


CLEVELAND, OHIO e 


Phone: PLAZA _ 8-2740 


MAIN 9241 


PHILADELPHIA: NEW OFFICES ARE BEING READIED NOW 


@ FOR CLARITY, COLOR AND CONSISTENT QUALITY® © © @® © @ ®@ 


HAYNES ccna LITHOGRAPH CO., INC. 


IN SILVER SPRING, MARYLAND, 


ADJACENT TO THE NATION'S CAPITAL 


B 


WOR’s program operations mgr., Gene King, and the New Y 
station were honored June 5 at a dinner given by The Church) 
at the Waldorf-Astoria, when both were awarded a citation 
their ‘over-all cooperation in making the Churchman’s ‘Sermo: 
the Week’ broadcast effective among thousands of listeners.” 17 rey 
program, heard Sundays at 9:15 a.m., features sermons delive:ed 
by ... prominent laymen. Abbott Kimball, who heads his « 
New York agency, is new president of the National Cancer Found a- 
tion. He was awarded the Clement Cleveland medal in 1941 by 
the New York City Cancer Committee “for outstanding leaders)ip 
in the cancer field.” . . 

South of our border for a month are Joseph Kattan, gen’) «x- 
port sales mgr. of Emerson Radio & Phonograph Corp., and J. N, 
Spangler, vice-president of Gordon Fennell Co., Cedar Rapids. MM) 
Kattan is visiting Emerson distributors in Central America, and 
Mr. Spangler is on a sales trip through Mexico on behalf of fac- 
tories for which Fennell acts as export div. (William Kelly Milling 
Co., Minnesota Valley Canning Company, Adco, and Bowey’s). 


) 


CELEBRATE 25 YEARS WITH AGENCY—Receiving $500 checks from Henry 
T. Ewald, president of Campbell-Ewald Co., Detroit, on their 25th anniversary 
with the agency are (left to right) Loren T. Robinson, vice-president and direc. 
tor of the copy department;.Norman Sharrock, assistant director, media depart- 
ment, and Mrs. Loretta Stevens, Mr. Ewald's secretary. A feature of the party 
was a toast to R. G. Stoddard, Mr. Ewald's first boss, who celebrated his 80th 
birthday May 25. Mr. Stoddard is now on the C-E payroll. 


Gustav C. Fried, board chairman of Fried Ostermann Co., Mil- 
waukee, garment manufacturer, celebrated his 80th birthday anni- 
versary May 21 by being at his desk bright and early, as usual. He 
started in the garment industry at $2.50 a week, and established 
the present company 46 years ago... Robert L. Benjamin, who has 
resigned as American Home Foods v.p. in Chicago to head a new 
food organization soon to be announced, was given a testimonial 
banquet at the Hotel Stevens, Chicago, by execs of his former com- 
pany... 

Lawrence Valenstein, pres. of Grey Advertising Agency, has ac- 
cepted the 1947 chairmanship of the advertising and publishing di\ 
of the United Jewish Appeal of Greater New York. The divisio: 
has doubled last year’s goal to $1 million. . . 

Ed Devney, New York mgr. of the Howard H. Wilson Co., on 
May 29 married Lillian Ryan, a Canadian, at present with the 
Australian mission to the United Nations... 

Helen Haberman, exec. v.p. of the New York ethical medica! 
agency, William Douglas McAdams, and director of the Squibb and 
Upjohn accounts, is author of ‘Justice Is A Woman,” just published 
by Prentice-Hall. The same publisher will put out, in the fall 
‘48, a third book by Philip Lesly, v.p. of the Chicago public relation 
and publicity firm, Harry Coleman & Co. The 750-page book w 
be entitled “Public Relations Manual,’ and follows Mr. Lesly:s 
‘Public Relations Principles and Procedures” and “Public Relati: 
in Action.” .. 

B. I. Graves, v.p. and eastern operating head of Tide Wat 
Associated Oil, and Mrs. Graves are enroute to Continental Euro) 
and Scandinavian countries, where he’ll confer with foreign su 
sidiaries and distributors. .. It’s all sixes and sevens these da 
at the home of Walter Weir (Walter Weir ad agency, New Yo! 
The Weirs will have a seventh child next month. . . 

Maj. Gen. Edward J. Stackpole, pres. of the Harrisburg T: 
graph, has been named commanding general of the new Penns 
vania National Guard. He was formerly commander of the 2! 
Division of the Guard. .. G. A. Richards, pres. of WJR, Detr 
WGAR, Cleveland, and KMPC, Los Angeles, has given the G. 
Richards 1946 WJR Goodwill Award to J. Edgar Hoover for 
outstanding radio speech on the subject of Americanism. The w 
ning address was made by Mr. Hoover at the Legion convent 
in San Francisco last September. . . 

Nathaniel Leverone of the Automatic Canteen Co. of Ame! 
Chicago, served on the reunion committee of A Century of Prog) 
Association, which held its annual reunion dinner at the Mus¢ 
of Science and Industry June 12. This association, to which « 
hibitors, concessionaires, contractors or employes in additio) 
those directly employed by A Century of Progress may bel: 
now has about 800 active members. . . 

The last week in May was a red letter one for Henry Dick, as 
staff director for American Broadcasting Company. On the 2! 
he became the father of a six pound, one-ounce son, William E 
born at Nassau Hospital in Nassau, L. I., and on Memorial Da) 
was awarded the state of New York’s Distinguished Service C! 
at ceremonies in Mineola Park, for being the outstanding serv! 
man in Mineola. . . 

Cornwell Jackson of J. Walter Thompson’s Hollywood office ‘ 
Gail Patrick, film actress, have announced their engagement. . . 1 
retail advertising class at the University of Oregon heard Robe" 
Bertsch, ad mgr. of the Eugene Register-Guard and S. W. M 
Cready, mgr. of Station KUGN, in a panel discussion of newspa} 
and radio advertising. . . 
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MARGEL PETERS 
on April 25, 1947, named 
“MISS SPOKANE” 


THE SPOKESMAN-REVIEW 


MORNING 


Over a period of 35 years, three young women have 
been given the title MISS SPOKANE. 


Each was chosen to personify the traditions, youth 
and beauty of this modern Western city. On special 
occasions MISS SPOKANE dons the garb of an Indian 
Princess as a memento of the days when the Redskins 
traded with the district’s first settlers near Spokane 
Falls, as the settlement was first called. 


The first two Miss Spokanes passed their scepters on 


- to successors when they married. 


The third MISS SPOKANE assumes her title as a 
glorious new chapter is begun for a city that was just a 
trading. post a century ago. 


As she travels through Spokane’s Inland Empire, 
MISS SPOKANE will note great new industries added 
to the older resources of Agriculture, Mining and Lum- 
bering. Plants that produce and fabricate aluminum 
and other products. Canneries and other food-process- 
ing plants that utilize the region’s berries, fruits and 
vegetables. 


West of Spokane she will see work going forward 
rapidly to create a new farm empire in the Columbia 
Basin, where a million acres will some day respond 'to 
the magic of a great river’s waters. She will learn of 
plans for other great projects that spell abundance for 
thousands of new settlers. 


Today, Miss Spokane’s realm supports 796,000 peo- 
ple—produces over a billion dollars in new wealth an- 
nually, yet faces a future of still greater promise and 


prosperity. 


MARGARET 
MOT 


4 


First ‘‘Miss Spokane’’ 
Given Title in 1912. 


CATHERINE 
BETTS 


Second ‘‘Miss Spokane” 
Given Title in 1939. 


pokune Baily Chionitle = 4.00" 


SPOKANE, 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 


Color Representatives, SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group 
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FM Group Elects Taft 
David G. Taft, head of WCTS, 
and with WKRC, Cincinnati, has 
been elected chairman of Region 
Two of the Frequency Modulation 


BuildingSupplyNews 


in CIRCULATION 


in ADVERTISING 
in LEADERSHIP 


Association, a new region includ- | 40-minute lectures, one given by 


ing Ohio, Kentucky, Indiana and | 
West Virginia. Vice-chairmen for | 
the respective states include: 


a member of the uniyersity fac- 
|ulty, and the other by a successful 
| public relations practitioner, deal- 


Ohio, Robert F. Wolf, Fremont; | ing with the theoretical and prac- 


Indiana, Foster Fudge, Craw- 
fordsville, and West Virginia, E. J. 
Hodel, Beckley. Paul E. Wagner 
of Columbus, Ind., is the new gen- 
eral manager-secretary. 


Toronto U. to Hold 
PR Lecture Series 


The University of Toronto, in 
cooperation with the Advertising 
& Sales Club of Toronto, next fall 
will begin the first public rela- 
tions course ever to be given by 
a Canadian university. Twelve 
uled, beginning Thursday, No- 
vember 8. 


| places William C. Roux, 
weekly sessions have been sched- | 


tical aspects of each problem, re- 
spectively. The lecture course, 
designed for all levels of manage- 
ment, is being prepared under the 
direction of Dr. W. J. Dunlop, 
head of Toronto University Ex- 
tension, and Roydon M. Barbour, 
educational director of the club. 


Appoints de Russy 


John S. de Russy, member of 
the NBC spot sales staff since 
1944, has been named spot sales 
manager for the network. He re- 
NBC di- 
rector of national spot sales, who 
has resigned to become vice-presi- 
dent of the Colyer Printing Com- 


Each session will consist of two | pany, Newark, N. J. 


Hard Competition 


Ahead, Says Bund; 
Must Cut Prices 


CHICAGO — With a recession of 
business under way, as the result 
of the unbalance of prices, the 
most competitive era in the his- 
tory of the country is fast ap- 
proaching, Dr. Henry Bund, di- 
rector of the division of manage- 
ment methods, Research Institute 
of New York, told the Chicago 
Business Papers Association last 


-week. 


Most important to the economy, 
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When a woman shops 
and ponders pleasantly 
about the midriff 

and the uplift... 

her sights are far beyond 
that little fluff of fabric, 
: cunningly fashioned, 
i, J that she is buying— 


Be he Cat for, don’t you see— 


McCall's editors 
know how to implant 


She has a picture 

in her mind 

of loveliness and glamour 
most pleasing to see 
under the summer sun — 
a picture she dreamed of 
as hers that day 

she saw it first 

in her favorite magazine 


these mental pictures 

that so compellingly 

send women in more than 
3,500,000 homes 

off on buying expeditions! 
McCall's Magazine, Adt 
444 Madison Ave., New York 22 


, Dept., 
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|he declared “is the progre: sive 
| lowering of prices which a ito. 
/matically makes products a: jj. 
|able to an ever-widening circ 'e 
/consumers. This has been the 
| ditional way in which Americ 
|industry has been boosting y,. 
chasing power and raising the 
general standard of living. It ny 
once more become the mains} 
for a general economic adva) ce” 
The philosophy of uncondit) 5n,q) 
retrenchment is not any Ore 
valid today than it was at the 
height of prosperity, he adde: 


Sound Judgment Needed 


“Economy for the sake of saving 
costs as such just doesn’t make 
good business sense,” he asserted 
“What is called for today is not ay 
indiscriminate lopping off of 
budgets and expenses, but rather 
the reintroduction of sound busi- 
ness judgment into every decision 
affecting expenditures and _ cost 
allocations. 

“Sales and distribution gener- 
ally have been particularly hard 
hit. Actually, detailed analyses 
will show that many of the com- 
panies which are curtailing ex- 
penditures in these directions 
should actually be spending more 
—but in more efficient ways. 

“It does not make sense to ap- 
propriate advertising dollars for 
vague and _ ill-conceived cam- 
paigns which neither in terms of 
sales nor good will can possibly 
| bring in adequate returns. It does 
make good business sense to 
spend even more dollars on first 
investigating the campaign’s ef- 
fectiveness, the media to be se- 
lected. and the most propitious 
timing, and then to spend an even 
larger than usual share of the 
‘sales dollar for advertising which 
| bids fair not only to forestall any 
decline in sales volume, but actu- 
|ally to boost your company’s sales 
|}at a time of general softening in 
_ the market.” 


Elect New Officers 


Dr. Bund said that we can look 
|for a period of sustained prosper- 
| ity following the current readjust- 
ment. He predicted that the drop 
jin volume would not exceed 15% 
|of current levels. He urged man- 
|ufacturers to continue to make 
/improvements in plant and facili- 

ties for the purpose of bettering 
products and reducing costs, so as 
to improve their competitive situ- 
ations. 

The CBPA elected officers a! 
the meeting which heard Dr 
Bund. Paul Clissold, Bakers 
Helper, was named president of 
the 62-year-old association. A 


Scott Dowd, Paper Industry and 


Paper World, was made _ vice- 
president; Walter: Painter, Power 
Plant Engineering, treasurer, and 
John H. Reardon, ADVERTISING 
AGE, secretary. Directors include 
W. W. Gothard, Domestic Evgi- 
neering, the retiring president 
Emil Stanley, Traffic World, «nd 
Ewing Graham, Putman Pub!ish- 
|ing Company. 


| mrs 
‘New Yorkers Pick Lyittl« 

Carol Lyttle, New York di: 
sales manager of Dictaphone | 
poration, has been elected p 
dent of the New York Sales } 
agers Club, succeeding J. Ch 
Ray, sales manager of the 
Tire division, who has been | 
dent for the past three years. 
K. Doscher, vice-preside! 
charge of sales, Lily-Tulip 
Corporation, was elected 
president; J. William Joh 
sales . manager, Dennison Ig 
Company, was reelected secré 
and G. Lloyd King, vice-} 
dent, Lamont, Corliss & Co., 
reelected treasurer. 
WGNA Plan Told 

WGNA, video affiliate of 
tion WGN, Chicago, will be ! 
for limited commercial oper 
by Jan. 1, 1948, Carl J. Me 
director of engineering, re} 
Equipment costing $300,000 
been purchased and will be 
stalled by October. 
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Pes Sive - 

». { BBDO Device 

a’ ail 7 > 
reo {Helps Give Driver 
1 tra. . 
e: can f View to Posters 
3 Dur (Picture on Page 63) 
q 

" Rese New YORK—To ascertain how a 
_ a 24-sheet poster looks to a motorist 
S i: lriving along a highway at 30 or 


ition,) 40 miles an hour, Dick Holbrook, 
| vho does copy and media research 


ot ‘the for Batten, Barton, Durstine & 
" Osborn, has invented RSVP— 
‘rotary set for. viewing posters.” 
d About a year ago, Mr. Holbrook 
saving iecided that the method of view- 
make ing art department 8x18-inch 
serteq fp sketches propped against a wall 
not an @ Vs “inadequate and misleading.” 
fF of Not only did observers usually 
rather stand too close but unless. they 
| busi. '@2 around the room they couldn’t 
ecision  2et @ “Passing” view of them. 
Ses Mr. Holbrook first developed a 
hand-operated turntable. But the 
gener- speed was not constant. An old 
y hard phonograph worked fine until the 
nalyses hand-winder ran down in the 
2 com. middle of a test. 
ig ex. Now BBDO has installed an 
Sections electrically-operated viewer. This 
y more reproduces the effect of a 24-sheet 
LYS. poster a block away. Speed can 
to ap- be regulated, or set at the average 
irs for length of time a poster normally 
cam. 'S in view. Posters come into view 
rms of and then disappear as they would 
ossibly @ '° the motorist on the highway. 
It does a pean rs 
ise tof Adclub Elects Roberts 
yn first L. C. Roberts, advertising sup- 
n’s ef-gervisor of the Lone Star Gas 
be se- Company, Dallas, has been elected 
pitious president of the Dallas Advertis- 
ing League. Other officers include 
in evel fw. A. Roberts, sales manager of 
of the KRLD, first vice-president; P. M. 
which § Rutherford Jr., advertising man- 
all any § ager, Dallas Power & Light Com- 
t actu-# pany, second vice-president, and 
’s sales § Clifton Blackmon, publicity direc- | 
ning in tor of the Dallas Chamber of 
Commerce, secretary-treasurer. 
an. look an 
—— @ SILENT or SOUND © 
adjust- e : 
1e drop 2] Black & White or Color 
ad 15% ‘ 
d man- 3] bli d 
ua ©) Public Address Syst 
| facili- 
2ttering eVRY (Model RS-ND30) 16mm 
S, SO as Sound-on-Film Projector 
ye situ- 
cers at 
rd Dr 
Bakers’ 
lent of 
n AR 
ry and 
vice- 
Power a Micon’ § See 
er, and . Sener 
ee ey THIS 3-PURPOSE DeVRY 
Engi IS YOUR BEST BUY 
“y oa ia audience = from three to 3,000 
’ 5 Utree-purpose projector is the pre- 
Fublish- red 16mm. sound-on-film equipment. And why 
in addition to theater quality per- 
© in both picture and sound, it is com- 
implified, rugged . . . a unit designed 
t all Audio-Visual and P. A. needs, 
| et them well. See it . . hear at 
ttle then you'll know why your best buy is 
dis ri : 
ne N well, these three features of the DeVry 
| p)esi- ithe ts on Se pro- 
a d ILY projects both sound and 
(2) Shows black-and-white and 


2S ih all~ ie ms ; 

toy n without extra equipment; 
mo ly housed 30 Watt amplifier and sturdy 
ne ish @ t-magnet speaker which give you am- 


(3) Has 


n |} for either microphone or turntable. 
rs. eng, 
; Y's new 136-page Film Catalog 1s 
de t je to 16mm. sound and silent educa- 
‘ip 1 ntertainment and religious films—for 

Send coupon today for your copy. 

‘Po 
‘oh I a : 
ec 
cre ey 
e-| ' SYA 
‘0 r S-time winner of 
siti r y-Navy “E” award oe 
° motion picture ~ 
: equipment. 
SS 
RY CORPORATION 
Armitage Avenue, Dept. AA-D6 

f ‘90 «614, IMlinois 
O ut cost or obligation, please send us: 
> 
e | rature on Audio-Visual equipment 
per 136-page Film Catalogue. 
Mey ors: BO ttc teceeseccceeeeescccscceusccecees 
re} 
ee WER A weak oa” ee. ee 


‘Appoints Newell-Emmett | 


Popular Publications, Inc., New | tisers, | 
York, publisher of Argosy and the | p, Ballantine & Sons, who has be- | Detroit, 


door 
the Association of National Adver- 


advertising committee of 


He succeeds Henry Gorski, 


Popular Groyp, has appointed come president of the traffic audit 
Newell - Emmett Company, New | bureau. 


York, as advertising and public 


relations counsel. 


ANA Unit Names Gray 


Robert M. Gray, manager, ad- 
vertising and sales promotion de- 
partment, Standard Oil Company 
of New Jersey, New York, has 
been named chairman of the out- 


Walter Takes New Post 


Allen H. Walter, formerly di- 
visional sales manager for the 
Toni Company, St. Paul, has 


and account executive. 


Subsidiary Formed 


General Detroit Corporation, 
maker of fire fighting 
;equipment, has formed a Cana- 
|dian subsidiary, General Detroit 


|Corp., Canada Ltd., Toronto and | 


| Montreal. 
Norwalk Names Lippit 
| Norwalk Auto Products 


and | 
joined Press Representatives, Inc.,| Lincoln Tire & Rubber Company, | 
Miami Beach advertising and pub- | New York, distributor and manu- | 
licity agency, as sales consultant facturer, respectively, of Norwalk | 
{and Lincoln tires, have named | 


19 
, Jules Lippit Advertising, New 
| York, as their agency. Newspa- 


| pers, business papers and direct 
| mail will be used. 


Write for information on 


¢z 


T.M. Reg: U.S. Pat. Off. 
Self-adhesive displays 


220 Fifth Avenue, New York 1, N.Y. 


€-ST/K 


SIMON ADHESIVE PRODUCTS CORP. 


For these 4,420 plants are designed many exhibits of the 


MACHINE TOOL SHOW 


15 
LAN 
tn # “4 an subs: 
$ 
249 PLANTS gry 
376 AAI Subs. 2199 pai se 
151 PLANTS 
4313 AAI Subs: 
PLANTS 
69AAIS 
129 PLANTS 
AS1AAISubs 
53 PLANTS 
182 AAI Subs. 


Map shows how Automotive and Aviation Industries 
subscriptions penetrate the automotive and avia- 
tion industrial manufacturing plants in the U. S. 


Because they are the most extensive users of the 


equipment to be displayed there, the production, en- 


gineering, and other executives of automotive and 


aviation industrial manufacturing plants have an 


extraordinarily keen interest in the forthcoming Ma- 


chine Tool Show, to be held under the auspices of 


the National Machine Tool Builders Association. 


Chicago, from September |7 to 26, will be the cyno- 
sure of these forward-thinking men, whose plants, 


The MACHINE TOOL and PRODUCTION EQUIPMENT ISSUE 


as shown on the map, total 4,420, located in all geo- 


graphical divisions of the U. S. 


How their industrial news magazine permeates these 


wide-flung plants is also shown 


on the map, by the 


figures of Automotive and Aviation Industries sub- 


scriptions in the same geographical divisions, ab- 


sorbing 9,120 of the magazine's 10,149 total sub- 


scriptions. 


to be published September 1, 1947 


trialists to know what's new. Coincidentally, it will 


which will partake of the nature of a directory or 
catalog of the latest developments in machine tools 
and other production and plant equipment, will 


satisfy the desire of automotive and aviation indus- 


irOby 
AUTOMOTIVE 
 TNDUSTRI 


offer to the manufacturers of such equipment a 


matchless opportunity to present their sales message 


to the buyers in these twin giant industries. 


A CHILTON PUBLICATION 


© 


EXS) Chestnut and 56th Streets, Philadelphia 39, Pa. 


| Other Chilton Automotive Publications: Motor Age e« Commercial Car Journal e Chilton Automotive Buyers’ Guide 
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G-E Lamp Rule Changed ™an%s 


has been absorbe 


Because of wage increases, the | 
lamp department of General Elec- 
tric Company 
to absorb 5% federal excise taxes 
on its lamps and, effective June 1, 
customers will be required to pay 
the tax, M. L. Sloan, G-E vice- 
president and lamp department 


Tire Firm Expands Drive 


Gutta Percha & Rubber Ltd., 
Toronto, through McKim Adver- 


pep ie ele Bs 


GET SALES NOW. 
BUILD FOR THE FUTURE TOO 


(350.000 TEACHERS READ THE > 
INSTRUCTOR MAGAZINE AND © 


INFLUENCE THE BUYING HABITS 


OF 10.500.000 BOYS AND GIRLS 


a 


The 


INSTRUCTOR srugazine 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


—— 


er, has announced. The tax | tising, Toronto, has launched its | 
d since 1941. Mr.| most extensive advertising drive, 
Sloan said that average prices of built on a new slogan, “The Sig- | 
G-E lamps are 5% under prewar 
is no longer able| prices. 


‘nature of a Great Tire.” The | 
|'campaign includes 700- and 900- 
_ line space in 65 Canadian dailies, | 
50-foot painted signs in major 
cities, many new dealer aids and 
ads on Gutta Percha tires and 
accessories in trade publications. 


‘ ’ 

| Named by ‘Report 

Veterans Report, published by 
|Gorrell Publications, Washington, 
has appointed All-American 
Newspapers’ Representatives, New 
| York, as national advertising rep- 
| Sasemnestve. The magazine began 
| publication in March, 1945, as a 
| four-page mail-letter, and now | 
| appears in 12 pages bi-weekly, 
bey a circulation approaching | 
| 
| 


100,000. | 


Gadgeteers Open Drive 


| The Gadget-of-the-Month Club, | 
'Inc., Los Angeles, has begun its 
| previously tested national radio 
| spot campaign using 517 stations in 
ithe U. S. and 11 foreign stations. 
| Although space limitations have 
\forced curtailment of newspaper | 


PARTY LINE—Talking it over at a party in Hollywood arranged by Photopley 


for Mark Woods, president of ABC, and 


at the home of Louella Parsons (who runs a monthly article in the magazine) 


Advertising Age, June 16, 1:47 


H 


lvor Kenway, ABC promotion manager, 


are (left to right) Mr. Kenway, Joyce Moss, Photoplay Hollywood editor, 
Cornel Wilde, Mrs. Wilde, and Mr. Woods. 


and magazine promotion, large | 
expenditures are being made for) 


War Assets Ads 


direct mail through Davis-Harri- | e 
xn , Simmonds Advertising | Apply Mail Order 


Agency, Los Angeles. 
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ROAST BEETS 


SEA FOOD 


OTTLE BEERS OYSTERS 
ICE CREAM 


Specially designed Streamliner unit illuminates large 


menu panel. . . 
furnished. Attractive, 
with chrome trim. 


They're brilliant—effective—economical . . . 
and, most important of all, they PRODUCE 


RESULTS. 


pend on Ohio Displays because they're dis- 
tinctively designed . . . precision built! Let us 
submit suggestions or develop your own ideas. 
Write — Wire — Phone. . 


OHIO 


ADVERTISING DISPLAY CO. 


1216 JACKSON STREET, CINCINNATI 10, OHIO 


assortment of printed menu cards 
baked enamel wrinkle finish 


_ that produce 


ve 
a 


Leading national advertisers de- 


. No obligation. 


ots ses 
." 


a 


DISPLAYS 


The double size Streamliner with two fluorescent 
Sturdy metal unit with baked enamel finish; 
Comp 


lamps! 
chrome trimmed 


neon tube embedded in 
Parallelogram shaped. Bri 
your message 


TIME’ 


Streamliner producing an 


will sell your product. 
iceable electric clock is combined with the fluorescent 


lete with wall bracket. 


An unusual display with a special, patented frame of 


a. molded plastic. 
lliant neon tubing spells 


High quality, serv- 


unusually effective result 


Ideas—and Sell 


Kansas City, Mo.—Mail order 
advertising is proving profitable 


|for the U. S. government. 


Some problems met by the War 


Assets Administration in selling 
surplus material have apparently 
| been licked by new mail order ad- 


vertising initiated in the WAA 


eighth region here. 


Among the difficulties faced by 


_WAA have been the outdating of 


catalogs, outdating of customer 
lists and that of getting proper 
lists for direct mailings, because 
so many buying from WAA are 
only one-time buyers. 


Much Money Saved 


To meet the problem, WAA, 
through Bruce B. Brewer & Co., 
|has run a series of full-page ads 
| here and in a dozen other cities 
featuring up-to-date catalogs, and 
offering them in a coupon. Copy 
|has been kept to usual hard-hit- 
ting mail order style. Meantime, 
direct mailings of catalogs on all 
classes of merchandise have been 
discontinued except in answer to 
| inquiries. 
| Results have included an_in- 
,itial saving of $10,000 a month on 
_direct mailings, a heavy reply to 
| the couponed ads, increase in 
_WAA sales and bids by a greater 
|number of companies and _indi- 
| vidual buyers. 
The plan may be extended to 
| other regions by WAA executive 
action. 


Library Group Elects 
Anne West Chairman 


The national advertising group 
of the Special Libraries Associa- 
| tion at the annual meeting 
jin Chicago elected Anne West, 
librarian for Campbell - Ewe!d 
Company, New York, chairm in 
of the organization. Other officers 
_ include Arax Odabashian, Asso- 
ciation of National Advertise’s, 
New York, vice-chairman, ad 
Margaret McQuide, Curtis Pu)- 
lishing Company, Boston, secre- 
tary. 

Speakers at the meeting - 
cluded Keo Currie, vice-presid« it 
of Needham, Louis & Brorby, C i- 
|cago; Norwood Weaver, A. © 
Nielsen Company, and Wel 
Barker, promotion manager, C i- 
cago Times. 


Frozen Food Cabinet 
On Wheels Introduced 


Noma Electric Corporation, N: 
York, introduced its new ope '- 
top, self-service frozen food d >- 
play cabinet-on-wheels call: 4 
Frigid-Freeze “Spot Special” «| 
the recent Grocery Buyers’ Sh: \ 
in New York. : 

The display cabinet may 
wheeled to any traffic center 
the store to segregate fast a 
slow-moving frozen foods, a 
make possible special promot 
of single items. The freezer | 
a capacity of about 250 pounds 
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Poll Canadians 
on Brand Likes 


Canadian Daily Newspapers As- John Kayne has been named Gordon F. Baird has_ been 


ivertising Age, June 16, 1947 a 
Jacques Makes Jar Lids | Re-Lef Names Seelig P&G Transfers Lingle jmick & Co. Baltimore, covering 

Jacques Mfg. Company, Chi-| Re-Lef Chemical Company, | Walter L. Lingle, for the pdt ee cee oo 
| cago, maker of KC baking powder, | Chillicothe, Mo., maker of Re-Lef| several years managing director | yy-Gro and mustards) , 
|has begun marketing KC mason/|ointment and inhalers, has ap-|of Procter & Gamble Company’s| _~ : 


n 60 Cities jar caps and lids, as well as KC} pointed Seelig & Co., St. Louis, as | English subsidiary, Thomas Hed- | 
a meron ‘ | Junior lids for glass containers. | its agency. \ley & Co. Ltd., will return to the | a Tne eee 
ToRONTO — Buying habi and | Pere ak ee - |United States July 1 to manage | * 
| { (SIMPSON-REILLY, LT 


i 
"Publishers Representatives 
SINCE ®) 1928 


und preferences in 60 Canadian , . ° P&G’s foreign business depart- | 
ties have been surveyed by the Kayne Joins Grant Co. Weir Names Baird V.P. | ment in Cincinnati. 


iation through a poll conducted | advertising and sales promotion | named a vice-president of Walter | p A 

gasps Bo en . | manager of Foster Grant Com-| Weir, Inc., New York. He has Resigns ccount TESAN FRANCISCO._—LO 
v : ; P , S ANGELES 

‘n a 200-page report, the CDNA | pany, Leominster, Mass., maker of | been with the agency since De- Street & Finney, New York, has | é 

th ’ ; i — eee ee SS 

ws ownership and age of ap- | Plastic products. cember, 1946. lresigned the account of McCor 


nces in the cities, automotive | 
, and preferences for products | 
ging from toiletries to furnaces. 
he study shows that more than | 
ee-fourths of Canadian auto-| 
bile owners will buy the same | 
rake of car again when possible. | 
Ii shows that the percentage of | 
men who smoke cigarets in To-| 
ronto is lower than the country’s | 
average, but the percentage of! 
women smokers is much higher, 
although not as high as among | 
English-speaking citizens of Mon- | 
treal or women in Victoria, B. C | 
It shows that about one-third | 
of Vancouver housewives shop in | 
independent grocery stores, com- | 
pared with 57% in Halifax, N. S. | 
The poll was conducted by | 
means of questionnaires oe 
| 

| 


—— 


Oi] 


tributed .by newsboys to sub- 
scribers’ homes. 


Ferrill Moves Offices 


Harve Ferrill & Co., Chicago, | 
manufacturer of point-of-purchase | 
advertising material, has moved | 
its factory and offices to 11 E. | 
Walton Pl. The company has pur- | 
chased a former furniture factory | 
in Rockford, Ill., to provide addi- | 


tional manufacturing space for its | 
dealer helps and store displays. | 
LD 

| 


Industrial Admen Elect 


Northern California Industrial | 
Advertising Association, San | 
Francisco, has elected George C. 
McNutt, advertising agency head, 
as president. Other officers are: 
T. M. Pennington, advertising 
manager of General Paint Cor- 
poration, vice-president, and Mil- 
ton Albin, associate editor of 
Hardware World, secretary-treas- 
urer. The new officers will be in- 
stalled on Sept. 18. 


If you sell 
FROZEN FOODS 
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A\UTHORITATIVE ARTICLES on child care every month give Hygeia's family subscribers 
what they are looking for in a health magazine—sound, usable information on daily home problems. 


Mothers read and respect thétadvice of such acknowledged authorities as Dr. Louis Sauer on whoop- 
ing cough and Dr. Joseph Barach on child growth. 


Then these mothers read HYGEIA'S advertising for infant products, foods, maternity needs, house- 
hold equipment—also with respect. 


58.4 per cent of Hygeia's family subscribers have one or more children; 32.4 per cent have one or 


You Need WIBW more children under four years of age. That's a substantial market for infant products—comprised 
In Kansas and parts of six of people who seek reliable medical advice and typically put first things first. They will always ear- 
adjoining states WIBW is the mark some of their FIRST DOLLARS for their children's health and welfare. 
referred station of almost five : ; 
niline Tidenen. You can tap those funds with a message in HYGEIA . . 
WIBW is preferred by deal- : 


rs, too, as shown by their 
nthusiastic tie-in promotion at 
oint of sale. 

We have a reputation for | 
ard-hitting selling. Let us prove 
* to you by RESULTS. | 


mo a 
WIBW THE HEALTH MAGAZINE 
"he hice of Yamaaa” OF THE 
: . . AMERICAN MEDICAL ASSOCIATION 

HYGEIA Family Subscribers’ Circle 535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 


Topeka...Kansas , 


a 
La 
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fr ©. Cutting ae A eae 
~~ “Twenty Teeth a+ Thirty Months’’— 
Dr. Alber; G. Pietsch jp HYGEI, sis 
a “Give Children’, Feet » Chancess_ a 
~ Dr. Edward L, Comper, in AYGET, << 
| “Intant; u | pe 
“Fees Zz le Eczema Br. Bre; Ratne, in HYGE;, a 
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numerals which should be a Diamon km |elected are: Carl M. Dett) s 
Author Blames source of inspiration and instruc- Di oe Mats i Promotes Broo an |Windsor Daily Star, first \ my Allis- 

: | tion to all artists. The author is oe me ompany, Chi- Jerome J. Brookman, eastern president; Wilfred M. May ee F 

Ad Agencies |design consultant. for the Book- cago, has prepared display adver-| manager of Tele-Tech and Elec-| Ww. m. Maybee Ltd., second v. +». our 
| aitiah Meaatik’ Gata> dead Semaine tising mats on its complete line| tronic Industries, published by president, and W. George B. Bar. Will 
for Poor Taste lof calli “of E “Fi and will offer the mat service |Caldwell-Clements, Inc., New| ris, House of Seagram, secret: -y. ent ir 

of calligraphy at Columbia Uni- free to retailers. York, has been promoted to sales | treasurer. " 
New York—‘“Our tastes have | versity. /manager of Tele-Tech. ce-pl 
been developed, unfortunately, by onan 
the almost universally bad pro- x ‘Appoints Berenson \ Underwood Up s Stewa t en r 

ductions which are forced down | Bart Promotes Boris James M. Berenson. formerly, Windsor Admen Elect | att: B Stewart, manager of the § ents 
' lets by the adGerticin ts sid - 4 , a _. |Sehool sales division, has | :e achie 
| our gullets by 18; Stuart Bart Advertising, New advertising director of Helene; Elton M. Plant, advertising| named manager of the ne \ly “iE 
' agencies,” protests Oscar Ogg in! York, has promoted Edward Boris Curtis Industries, Inc., has been | counselor, has been elected presi- ‘formed sales research and p ay : Ae 
“An Alphabet Source Book,” just from co-director of art to art appointed general manager of In-/ dent of the Advertising and Sales | ning division of Underwood ( z mse 
published by Dover Publications | director of the agency: ternational Laboratories, Chicago.|Club of Windsor. Other officers | poration, New York. ghee 
at $3.95. a 
But “there is no doubt... that ~—— 


our present-day types and the let- 
tering used in current pubiications 
could be more beautiful than they 
are,” he affirms. Mr. Ogg deplores 
the neglect of the historical back- 
ground of lettering and the con- 
temporary emphasis upon “legi- 
bility” of type faces, often at the 
expense of beauty. 


Tells History of Alphabets 


He provides an introduction to | 
the history of letters and illus- | 
trates the important types of let- | 
tering in a section devoted to| 
hand-lettered source alphabets. | 
Believing that, of all the arts, let- | 
tering has been influenced most) 
by the instruments used to pro- 
duce it, Mr. Ogg offers a detailed | 
account of the development of | 
: writing instruments, and_ the) 
proper use of pens, inks, pencils | 
and papers of various types to) 
create special effects. 

He suggests that only through 
a proper understanding of the de- | 
velopment and use of alphabets, | 
can the artist create designs | 
whose effectiveness, beauty, and | 
legibility lift it from mediocrity, | 
and has published “An Alphabet 
Source Book” as “one small step 
toward an understanding of and. 
appreciation for, decent letter | 
forms.” 

The book contains 68 full-page | 


(9x11%"”) plates on letters and | 
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LITHOGRAPHERS, 
PRINTERS 


400 N. HOMAN AVE. © CHICAGO 24, ILL. 


VAN BUREN 8790-1-2 
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ir an, "113 |manager of the tractor division. | = under usual cost for the more than 
Allis-Chalmers Promotes | Goebel Brewing 


. e- ; T Evecutt |}and J. L. Singleton, manager of seven minutes of filming involved. 
J ee, ‘our Lop &£xecutives |the general machinery division’s = = = The spots do not show people 
} of William A. Roberts, vice-presi- | district sales offices. Using Video Film drinking Goebel’s beer. 
Py ent in charge of the tractor divi- | . . The films were directed, through 
*- Ton, and William C. Johnson,|.. .; . ; ‘Spots in Detroit Brooke, Smith, French & Dor- 
ce-president in charge of the Frigidaire Ups Prices | Detrrorr—Goebel Brewing Com- | rance, by Television Advertising 
t eneral machinery division, have | The Frigidaire division of Gen- pany here last week began spon- Productions, Chicago organization 
een named executive vice-presi- | eral Motors Corporation, Dayton, | : : : ball specializing as consultant to video 
f he nts of the tractor and general| has announced an increase in the oe ag eae ste stations and producer of television 
ben ichinery divisions, respectively, | price of some of its products. The | pales See WoT, vaew oye wet h tn. 6 ioe * ot 
1€ Wly ' Allis-Chalmers Mfg. Company, | average increase on its household here affiliated with WWJ. — | SaGws SOF SEencies ANG suvEer- 
Pp: an- ilwaukee. 'refrigerator line is about 4%% For commercials, Goebel is us- | tisers. 


| 


and its electric range line, less | ing seven spots filmed at a cost of| Chief reduction in cost of mak- 
than 3%. about $200 each, considerably ing films for. television use, ac- 


Cor- [wo new vice-presidents are 
irshal L. Noel, general sales 


| 


Wis a BW advertiser 5 « BW advertise, is 
a BW 


the AECO ¥f a 


The Guaranty Trust Company of New York began to advertise in 

Business Week 18 years ago... our oldest advertiser in the *Banks 

and Investments classification. Others in this classification who have 

been with Business Week for 10 years or more include Chrysler Corp., 
: Atlas Corp., Bank of America, Bank of Manhattan, Bank of New York, 
4 -, Bankers Trust Co., Commercial Credit Co., Johns-Manville Corp. 


In 1946, Business Week carried more pages of “Banks and Invest- 
ments advertising than any national newsweekly or general business 
magazine...more than 80% of the combined total for the other three 


general business magazines. 


Per advertising dollar, Business Week reaches more Management-men 
than any other general business or general magazine... men who make 


the buying decisions. 


Eleven words explain why advertisers who sell to business and industry 


consistently use Business Week — 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN ... WELL INFORMED 


*Based on Publishers’ Information Bureau analysis of 1946 advertising. 
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|cording to Ardien Rodner, presi- 
dent of TAP, is made by prepar- 
ing all details of the films before 
actual filming, so that retakes are 
almost wholly eliminated. 


Adclub Elects Lasher 


Harry F. Lasher, advertising 
manager of Michael’s, New Ha- 
ven, has been elected president of 
the New Haven Advertising Club. 
Harry L. White, advertising man- 
|ager of New Hampshire Dairy, is 
first vice-president; Charles E. 
Butler, advertising manager of 
Kirbys, is second vice-president; 
'John T. Fisher, president of Nu- 
| Enamel, is secretary, and William 
|H. Tuthill, treasurer. 


| Food-O-Mat Elects Hall 


Col. Arthur Hall has _ been 
elected president of the Food-O- 
'Mat Corporation, New York. The 
corporation recently set up manu- 
facturing and sales facilities to 
market Food-O-Mat, a_ device 
which is said to dispense canned, 
| packaged and glassed foods in 
|; supermarkets at lower labor cost. 
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Cincinnati Admen Elect 


OFFICES IN PITTSBURGH AND NEW Tene Fy 


cinnati has 
Morse, 


| Theodore Brown, 


'was elected vice-president, 


elected treasurer for 


| time. 
‘Black Joins Compton 


| Louise Black, formerly 
| Gardner 


with 


| (now Foote, 
| 


in a creative capacity. 


~ 


| The Advertisers’ Club of Cin- 
elected Albert L. 
advertising manager of 
Goodall Company, president. 
president of 
|Perry-Brown Advertising ogres 
an 
|Harry Ewry, account executive of 
| J. W. Ford, was reelected secre- 
itary. Clifford R. Fox, president of 
|the Fox Sign Company, was re- 
the 25th 


Advertising Company, 
|New York, and Lord & Thomas 
Cone & Belding), 
New York and Chicago, has joined | 
Compton Advertising, New York, 


EIA Reelects Collins 


Eastern Industrial Advertisers, 
Philadelphia, has reelected Wil- 
liam H. Collins, assistant advertis- 
ing manager of Scott Paper Com- 
pany, Chester, Pa., as president. 
Other officers are: Stephen J. 
Daly of the Du Pont advertising 
department, Wilmington,  vice- 
president; John W. Reinhardt, ad- 
vertising manager, Proctor & 
Schwartz, Philadelphia, secretary, 
and Ernest G. Monigle, advertis- 
ing manager of American Pulley 
Company, Philadelphia, treasurer. 


Allgood to Farnsworth 


D. M. Allgood, formerly sales 
manager, Willard Storage Battery 
Company, Cleveland, has been ap- 
pointed vice-president of Farns- 
worth Television & Radio Cor- 
poration, Fort Wayne, Ind. 


gh quality 


= 


idership and 
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Kroger Tests 
In-Store Audio 
Sales Service 


LOUISVILLE—Newest entran: jy 
the in-store broadcasting fiel js 
a gadget being promoted by P int 
of Sale, Inc., a Kentucky co. jo- 
ration headed by Lewis W. © )le. 
former president of the Pi gly 
Wiggly Valley Grocery Comp ny, 
and Louis L. Anderson, yout fy) 
inventor of the device. 

The machine, installed in a 1 5p- 
selling area of the store, p pes 
music and advertising mess: ses 
into the buying area through } ud 
speakers from wire or tape re- 
cordings. The Point of Sale gac get 
automatically handles a prog:am 
two hours long, using a balanced 
combination of music, spot an- 
nouncements and silence. 

In a test in the Kroger super- 
market in St. Matthews, Ky., 26 
nationally advertised products 
were promoted on the unit, with 
these reported results: 

Sales on three increased 5509 
over the previous month; one 
jumped 334%; four were boosted 
100%; two were up 50 to 60%: 
three between 30 and 50%; three 
between 30 and 40%; six moved 
up from 6.7 to 26%; one showed 
no change; and three, which had 
been vigorously promoted the pre- 
vious month, showed a decrease. 

Present plans call for leasing 


space for the units in 125 stores 
|in the South and Southwest, with 
|advertising time sold to national 
|advertisers. A prospectus issued 
| by the company, of which Mr 
Cole is president and Mr. Ander- 
son vice-president, is currently 
offering 20,000 units of stock for 
public sale, through Stein Bros. & 
Boyce, Louisville, selling agent. 


To Add Battery Line 


Winchester Repeating Arms 
Company, New Haven, Conn., has 
announced plans for addition of a 
line of small dry cell batteries, 
chiefly for radios and _ hearing 
aids, to its line of arms and am- 
munition. 


Joins Dallas Agency 


Lillian Caldwell, formerly as- 
sistant advertising manager of 
Popular Dry Goods Company, El 
Paso, Tex., has joined Huff & Hen- 
derson Advertising Agency, Dal- 
las, as account executive, special- 
izing in radio and fashions. 
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THE LONG VIEW—Chester H. Lang 
(right), vice-president and manager of 
apparatus sales of General Electric Co., 
Schenectady, asks Dave Ballard of the 
Standard Outdoor Advertising Network 
delegation how're things up there at 
the Boston convention of the Advertis- 
ing Federation of America. Mr. Ballard 
—height 7 feet 6 inches, weight 350 
pounds—personified the mass market 


Names Miss Van Derzee 


Karen Van Derzee, for the past 
three years with the Lawrence H. 
Selz Organization, Chicago, has 
been appointed head of a new 
home economics department of 
Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee agency. 


Roll to Open Agency 

Harold E. Roll has resigned as 
director of promotion and public- 
ity of Station KFAB, Omaha, ef- 
fective July 1, to open an adver- 


tising agency, 
Company, in the City National 


accounts: Station KFAB; Depend- 
able Mfg. Company, Omaha, and 
Omaha Art Studios’ school of art. 


Named Sales Manager 


Carl J. Linxweiler, formerly 
sales manager of the machine tool 
division, Sheffield Corporation, 
Dayton, has been appointed sales 
manager of Threadwell Tap & Die 
Company, Greenfield, Mass. 


Bank building, Omaha. The new | : ; 
agency will handle the following | @28er, Canadian Marconi Company, 


Harold E. Roll) Admen Elect Putnam 


H. S. Putnam, publicity man- 


Montreal, has been elected presi- 


| dent of the Technical Advertisers’ 


Association of Montreal. 


Snow Adds 2 Accounts 


Cory Snow, Boston, has been 
appointed to handle the advertis- 
ing of Cristy Chemical Corpora- 
tion, Worcester, manufacturer of 
dry gas for the automotive trade, 


and associated chemical products, 


}and Marion Electrical Instrument 
'Company, Manchester, N. H., 
‘maker of electrical instruments 
and induction heating and solder- 
ing equipment. 


25 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 .N. Michigan Ave, Cen. 3373, Chicage 1 


which outdoor advertising reaches. 


Noxzema Signs 
Gabriel Heatter 


New YorK —Noxzema Chem- 


ical Company will sponsor Gabriel | 
Heatter’s Friday night coast-to- | 


coast commentary starting July 4 
over the Mutual network. In the 
past, this newscast has been broad- 
cast by Carter Products, which 
will continue to pay the bill for 
the Monday and Wednesday pro- 
grams. 


Commercials on the Friday show | 
(9-9:15 p.m., EDT) will be used | 
to plug Noxzema Medicated shave | 
cream and Medicated skin cream. | 
Colwell &)| 
Bayles handles the Noxzema and | 


Sullivan, Stauffer, 


Carter Products accounts. 


Clorox, Boon Promoted 
in Extensive Campaign 


Clorox Chemical Company, 
Oakland, Cal., is using approxi- 
mately 800 daily newspapers, The 


American Weekly and 37 leading | 


women’s and farm magazines in a 
campaign promoting Clorox, 
bleach and disinfectant, and Boon, 
detergent type household cleaner. 
Each ad in the series will contrast 
the primitive and modern ways of 
doing things, with Clorox illus- 
trating the modern way. 

The newspaper ads range in 
size from 800 to 224 lines, and 
each includes a panel on Boon. 
Dealers have been notified of the 
‘ampaign in a broadside, while 
trade publication ads urge dealers 
‘o tie in, with mass displays. 
Honig-Cooper Company, San 
Francisco, is the agency. 


Farm Journal’ Names 
3abcock Ad Sales Head 


Richard J. Babcock, who has 
een on the New York sales staff | 
Farm Journal, has been pro- | 
ited to the post of national ad- | 
rtising sales manager. His head- 
arters will be in new offices to | 
opened in the Graybar build- 
, New York, which will be the 
tional sales center for both 
rm Journal and its affiliated 
gazine, Pathfinder. 
\rt Thiele, who (as director of 
es development and merchan- 
ing) functions as national ad- 
tising sales manager for Path- 
ter, also will make his head- 
arters in the new office. 


ouston Agencies Merge | 


Lee, Hahn & Parks Advertising | 
ency and Greer & Hawkins, | 
uston, have merged. Officers | 
Hamilton Lee, 
ndell and Clifford Parks, vice- | 
‘sidents, and Mrs. Cuba Greer, 
cretary-treasurer. 
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We love you because you report KXOK's total audience has increased 19.1%; Winter-Spring, 
December 1946 through April 1947, over your same report for the 1945-46 season .. . because 
KXOK is the ONLY ST. LOUIS STATION to show an increase in this over-all classification. 


> ¢ ¢ $ ¢ 


We love you because your Winter-Spring (December 1946—April 1947) report shows a 12% 


over the corresponding period of last yéar. 
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We love you because KXOK's audience gains are most gratifying when the current Winter- 


the KXOK audience is 25% larger than last year. 


$¢ ¢ & & & 


| stations lost in the Total Rated Time Periods. 
| 


| 
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president; S. | 


630 ke 
Owned and operated by the St. Louis Star-Times 


Is it any wonder that sponsors and 
their agencies love KXOK... 
and the progressive programming 
policies that have made these spec- 
tacular audience gains possible? 
¥ 
¥ 


5000 Watts, full time 


of For complete details, contact your John Blair representative, 


i a a a 


audience increase in the Weekday Mornings Period, Monday through Friday, for KXOK 


We love you because this same report shows KXOK's afternoon audience, Monday through 


Friday, has increased 30% over last year... because Evenings (Sunday through Saturday) show 


¢ $¢ $$ & & 


Spring report is compared with the preceding Fall-Winter report. In this short period KXOK’s 


“share of audience” in Total Rated Time Periods gained 5% while all other St. Louis network 
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Thor Boosts Prices 


Thor Corporation, Chicago, has 
boosted retail prices $30 on its|mer magazine editor, has pur- 
automatic washer and almost $20)| chased controlling interest in the | 
on its Gladiron. The new prices| Atlantic City Daily World and 
include installation costs which| Ventnor Crier from Albert Zug- 


had formerly been charged by | smith, editor and publisher of the 
dealers. 


'Buys Jersey Papers 


Samuel Ungerleider Jr., for- 


| newspapers. 


COVERS HO 
CENTRAL fe) 


MGM'S LEO PACKS 
"EMIN... WBNS 
HELPS HIM DO IT 


leo has been roaring about his box 
office hits over WBNS for seven years 


ASK JOHN BLAIR 
In Columbus, Ohio, It's 


AMA Centennial 
Session Tackles 


Public Relations 


Asks Health Education 
in 10-Point Program 
on Medical Care 


| AtLantic Crry—“Further clari- 
fication” of the public relations 
|activities of the American Med- 
ical Association was urged by 
both the retiring and incoming 
presidents at AMA’s 100th anni- 


versary meeting here last week. 

Dr. Edward L. Bortz of Phila- | 
delphia, incoming _ president, | 
pointed out that the association | 
for a hundred years “has been | 
continuously active in campaign- | 
|ing for a better understanding of | 
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control of disease on the part of |committee could: 
the general population.” He cited (1) Define the term “gen 
“the antagonism of charlatans,| practitioner,” or “general ph 
quacks and cults” as evidence of| cian,” on a functional basis. 
the effectiveness of this work. | (2) Determine whether or 
However, he added “the coop- | there is need for a large incr 
eration and support of the laity is|in the number of medical gre 
absolutely essential in a modern | ates and, if so, its extent. 
program” of this’ kind. Each | (3) Study the present prog 
physician should “keep his clien-| of medical education and train 


tele informed of the aims toward both undergraduate and ps 


which medicine is working.” He| graduate, to determine whethe 
“may be regarded as a public re-|not the content and adminis 
lations contact, or . . . human re-/|tion of the program is prop 
lations contact, which the profes- | adjusted to the present-day nx 
sion in general should utilize.” of the people. 

Suggests Special Analysis Long Range Program 


Dr. Harrison H. Shoulders, 


(4) Study the possibility . 
Nashville, retiring president, | feasibility of utilizing sma 
urged the AMA’s house of dele-|COmmunity hospitals in a prog) 


gates to request the board of|for the training of general pr: 


trustees to appoint and finance a titioners and the possibility of ; 
. to study all | Proving such institutions for suc 
factors which affect the produc-| training when a teaching prog: 

tion and distribution of the type|iS properly organized and admi: 


special committee . . 


and quality of medical care which | istered. 
the people need and/or desire. 


(5) Study the means by which 


_public health problems and the} 


In particular, he said, such a 
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He represents all your dealers . . . 
when you use Trade Mark Service 
in the ‘yellow pages’ of the telephone 
directory. 


They will all benefit by being 
identified with your branded prod- 
uct. They will get the business you 
advertise for . . . because Trade 
Mark Service directs prospects to 
your authorized outlets. 


Trade Mark Service is simply this: 


For further information, call your local telephone business office 
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‘ wri soects 
Knee. ct mnt, ae 


your national brand advertising. 


your trade-mark and brand name 
are displayed at the business classi- 
fication of your product in the ‘yel- 
low pages.’ Then, your dealers are 
listed underneath. 


You can purchase this service 


in one or all of the 1600 different 
telephone directories covering the 
country from coast to coast. 


It’s an effective way of localizing 


communities in need of additiona] 
services may be aided. 

(6) Study such other questions 
as the committee itself may de- 
termine to be necessary in arriv- 
ing at sound conclusions concern- 
ing the entire field of medicine. 
| (7%) Propose a long range pro- 


*|gram designed to overcome pres- 


| é ? . ' 
;}ent insufficiencies and to meet fu- 


| ture needs. 

| Dr. Shoulders said, “The public 
relations of the AMA have been 
affected unfavorably by conditions 
| which exist,” and which AMA “is 
without authority to direct or in- 
| fluence.” In his opinion, “the pub- 
lic relations of the association will 
|be far more favorably influenced 
|by an effort to solve these prob- 
‘lems” than by “a public relations 
| program per se, however expertly 
administered.” 

| Mead Johnson & Co., Evansville, 
Ind., announced a $34,000 savings 
bond contest, for painting and 
|sculpture by physicians depicting 
“courage and devotion beyond the 
call. of duty.” 

This award, to take effect next 
| year, is part of an annual contest 
by AMA. This year the 42 art 
exhibit awards were divided into 
two classes, 21 prizes for medical 
officers in the armed forces, 21 for 
| physicians in civilian practice. 


-FISHBEIN RECALLS AMA‘S 
-ANTI-PROPRIETARY FIGHT 


| ATLANTIC City—The history of 
the battle between the American 

| Medical Association and the man- 
-ufacturers of proprietary medi- 
cines was recalled last week by 

Dr. Morris Fishbein, editor of the 

Journal of the AMA. 

Immediately after founding of 

| the association, he reported, ‘‘reso- 
| lutions were introduced condenn- 
| ing the prescribing of patent med- 
icines and nostrums, condemning 

the adulteration of drugs and s:!e 

of worthless preparations, ¢:\\- 


BAYONNE 


Bayonne The Peninsula of Industry 


| 7th largest city in New Jersey 


Best concentrated circulation in the °'¢ 


4th largest city in diversified indus 
| PLUS a permanent Naval base 


Bayonne cannot be sold from the o: ide 


THE BAYONNE TIM’ S 


NEW JERSEY 


BOGNER & MARTIN 
National Represente 
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cdemning those in the medical pro- | “Today the controls exercised|sponsored jointly by Donald L. 
, ‘al ff session who lent the aid of their| over charlatans by an educated Campbell & Associates and New- 


1- ames and prestige to the sale of| press and radio, by the Federal | comb and Sammons, Chicago, and 


.medies . . . without understand- Communications Commission” and | the, Medill School of Journalism 
P not 1g of the nature of the condition other governmental agencies make | of the university. 
re ise , be treated.” it “well nigh impossible for a/| . 
acdue AMA cooperated in developing | charlatan again to reach the Gets Paint Account 

.e U. S. Pharmacopeia, he re-| heights.” |, Baltimore Paint & Color Works 
g1 am led, and then, as complexity of | —__—__— fe sy ytmnen re hhc A. boa 
p18, J rugs increased, “German phar-|PR Meeting Planned | more;'to handle all the advertising 
es \ceutical manufacturers, and to| 4 one-day “capsule” course in| for Gleem paints, Tylon, and 
ie lesser extent those of Great) industrial public relations will be | other company products. News- 
Stra- itain, France and our own|held at Northwestern University’s papers, car cards, trade publica- 
perly intry, began to flood America|Chicago campus June 20. It is! tions and radio are being used. 
leeds th great numbers of new reme- | 


27 


: . ° |of Dutch publications, face an- 
Danish Strike Still On |other cut because of new paper 
All principal newspapers and | shortages. Plans are being made 
magazines printed in Copenhagen,|to omit issues one weekday a 
Denmark,, except Social Demok- | week, 
raten (labor) and Land og Folk | 
(Communist), continue in sus-| 
pension because of a three-month | 


strike by printing trades workers. | 
—— Point of Sale [APE 


Dutch Dailies Hit 


PRINTED © CELLOPHANE * ADHESIVE 


The Netherland blic, ne oases Ea 
geting only 20 to 30°. as’ much | AD NTO) BAe ae 
|news as prewar, because paper | HUBER BLDG.. —— YORK, PA. _ 
| shortages have cut down the size | 


s.’ When the AMA warned of | 
» danger, and its members de- | 
manded that the Journal close its | 


and advertising columns to “all pro-| 

aller §} prietary medicines of which the | 
gram § composition was unknown” it pre- | 
prac- cipitated a battle; the AMA was| 
fap- § widely attacked as a “medical | 
such trust.” 
gram 


Led the Cleanup | 


The association formed its first | 
vhich council, on pharmacy and chem-| 
ional istry, and shortly thereafter the | 

crusades of Collier’s and Ladies’ | 
stions Home Journal and the publication | 


r de- of Upton Sinclair’s “The Jungle” | 
rriv- centered public interest on the) 
cern- § proprietary field and culminated | 
ne. in the Pure Food & Drug Act. 
pro- The councils of AMA (Pharm- | 


pres- acy & Chemistry, Foods & Nutri- 
t fu- tion, Physical Medicine) “led to 

a cleaning of the Augean stables,” | 
ublic Dr. Fishbein declared, adding that 


been the Federal Food, Drug and Cos- 
itions metic Act of 1938 extends to the 
A “is American people protection which 
r in- no other country has “against | 
pub- fraud in the field of medicine.” 

1 will Many newspapers and maga- 
enced zines have “purged their pages” | 
prob- of dubious proprietary advertise- 


ations ments, Dr. Fishbein noted, adding 
dertly that the Wheeler-Lea bill and the 
Federal Trade Commission pro- 


sville, vide additional safeguards against 

vings exaggerated, false and misleading 
and advertising. 

icting - 

4 the Winning the Battle 


Equally effective, he said, has 
. next been the AMA’s crusade against 
ontest quacks and charlatans. The AMA 


a ae 7 
2 art has been. defendant in libel suits POWER E UIPMENT! 
1 into totaling $30 million over the years WITHOUT bel 
edical but “has never compromised or 
21 for settled a libel suit.”” Only one op- u 
ce. ponent was successful —he col- BILLIONAIRE 
lected one cent in damages. 
¥ Recalling the late notorious Dr. G Li 
IT Brinkley, whose radio station BID yY 
sry of § Planketed the Midwest and, who 


nearly was elected governor of : : 
man. | Kansas, the AMA's editor said: Maybe you never realized it before, but poul- 


medi- try farming is the most highly mechanized 
ok by ROM BEGINN WG branch of agriculture! And that’s why it’s 

such a good market for tractors trucks, 
ing er: grinders, and so many other farm imple- 
courtesy King Features ments. Here’s something else to remember, 
cone too:—the poultry farm market has a daily 
Daswood. cash income exceeding $7,000,000! If you’ve 
© K.F.S. been neglecting to get your share of this rick. 


- leading poultry farm homes. 
.. to Perfect Ending 


Skill at carving, economy 
of mold making, and ingen- 
uity in reproduction ad 

up to Multi's specialized 
ability to ‘‘do a job”’ on 
your trade-mark, featured ad 
character, sign or display. 


ULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 
(Source: U.S.D.A.) 


Bapesas 


“DON’T KNOW HOW I’D GET ALONG 


market, now’s the time to start adver ae o y 
tising in Poultry Tribune — the farm EE 7 
e magazine that influences the buying rn, ie / 
- in half a million of the nation’s eats % y 
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500,000 Circulation 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 

WATT PUBLISHING CO., Mount Morris, Il. 


Representatives — New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea 
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Politicking in Union 
Organs Stirs Debate 
WASHINGTON — One of the last 
ditch Senate fights over the Taft- 
Hartley labor bill centered about 
a provision which prohibits unions 
from expressing political prefer- 
ences in union organs subsidized 
from union treasuries. 
The bill’s sponsor, Sen. Robert 
Taft (R., O.), claimed this was 
merely an extension of existing 


By STANLEY E. COHEN, Washington Editor 


law which stops corporations from 
using their advertising or house 
organs for political purposes. 

He added that labor papers 
could say anything they wished, 
so long as they were established as 
separate entities, supported by 
funds collected and earmarked 
specifically for the maintenance 
of a newspaper. 

Foes of the bill hinted that cor- 
porations were finding ways of 
evading the ban on political activ- 


|ity. They said there is no way to 
check the financial relationships 
of some corporations and certain 
publications which they control. 

| When discussion turned to the 
advertising of the National Coal 
Association and the NAM, Senator 
Taft pointed out that trade as- 
sociations are prohibited from us- 
ing general dues for advertising 
that has a political impact. 

* * * 


The National Home and Prop- 
erty Owners Foundation claimed 
that the government’s “guaranteed 
market” contracts had flooded the 
market with prefabricated houses, 
and resulted in a “glut” of unsold 
prefabs in warehouses. Housing 
Expeditor Frank Creedon an- 
swered that only 3,000 have been 
built, so it was hard to see how 


there could be a glut. Creedon has 
lifted virtually all housing restric- 
tions other than the limit on com- 
mercial construction. He antici- 
pates that 60,000 prefabs will be 
built under “guaranteed market” 
contracts this year, but he’s going 
to go completely out of business if 
the House appropriations commit- 
tee’s action in taking away his 
agency’s funds is upheld by Con- 
gress. 
* te * 

Hearings on the repeal of war- 
time excise taxes closed, with in- 
dustry witnesses almost unani- 
mous for repeal. One of the late 
witnesses, Don Petty of NAB, said 
the tax on radio receivers “is pat- 
ently an unjust discrimination” 
since paper, “the means by which 
the public receives newspaper re- 


WASHINGTON, D.C. 


MORE BUSINESS - MORE ADVERTISING 


Retail sales in the Washington, D. C. Metropolitan Area continue to increase. This fact 
is revealed in the latest Census Bureau report, which to date shows a 9% sales 
increase over 1946 for a group of 457 independent retailers. To accomplish this, the 

| Washington retailers continue to rely on The Evening and Sunday Star as their 
No. | sales medium. This fact is strongly borne out by the latest Media Records, showing 
the total advertising lineage of the Washington newspapers for the first three 


(fo of 1947. Listed by Media Records’ own classifications, these statistics are as at 
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The Evening Star 


Times- 
Star Post Herald News 
(Evening & Sunday) (Morning & Sunday) (Daily & Sunday) (Evening Only) 
ee As 80) a SRLS 5 wae caan 155,968 162,518 135,410 131,011 
Building Supply and reenne TERT YE 81,773 16,134 18,387 6,498 
Clothing Stores pu anal se 935,706 813,397 481,607 379,476 
Department Stores . Pape ee ye y's 1,321,815 994,922 1,060,947 587,657 
RE es OP Ee ee a 125,913 53,996 56,882 46,112 
Educational 59,005 35,086 48,123 19,757 
Electric Appliance and Supply Foe eT 47,073 46,909 63,107 24,520 
NS I's ek Nt tel i SRR Tay age wee 293,081 139,919 220,526 99,703 
SINE 5 nea ele ee oak es Oh dv aes 242,578 283,036 110,399 41,376 
Heating and Plumbing ................... 44,770 8,106 17,092 5,471 
Hotel and Restaurants ................. 72,788 66,364 44,999 98,675 
I. ic Re eea hs pate oe re ko ok aes 72,690 47,267 119,970 45,046 
Wine and Liquor <a ne dep amipebe * 6,189 107,391 65,124 41,647 
NN oo art 4, sttels fl YAAK eel 387,356 253,171 180,678 181,925 
Musical Instruments .................... 41,923 28,082 8,901 5,152 
EN cin 5 2x f vce We OME Dn Ex ce Kolbe We 36,973 14,530 36,776 17,358 
Real Estate 208,696 160,070 36,638 3,281 
Shoe Stores... 141,291 85,761 35,238 27,219 
Toilet Goods and Beauty phx bac 41,814 33,140 47,807 12,811 
Total Retail Display ic sunickasioniisagecaeneale 4,317,402 3,349,790 2,788,611 1,774,695 
General Display ................ *% 911,143 696,246 774,830 196,068 
Automotive Display ............. 233,725 162,034 139,333 70,129 
Financial Display 108,710 120,138 83,621 31,873 
Total Display cece. © 5570,980 4,328,217 = 3,786,395 §=2,072,765 
Classified andLegal ........... 1,575,263 872,685 731,129 284,061 
Ce III ocak: srcesescevosexpeomiincetes 7,146,243 5,200,902 4,517,524 2,356,826 
*%The Star does not accept hard liquor advertising 
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ports,” is exempt. Gossip h: 
that Republican leaders may 
the entire excise structure 
overhaul next year, with a ger ra) 
manufacturer’s sales tax to re. 
place existing duties. 

* o* ae 


Twin bills (S. 1388 and — pR. 
3734) went into the Congressi nq| 
hopper to eliminate some of the 
appealing terms which the fur in- 
dustry invents to glamorize s ings 
of common animals. Modeled « ‘ter 
the “Wool Labeling Act” w. ich 
FTC has enforced with ma» :ed 
success since 1939, the bills ‘rst 
instruct the commission to pre; are 
an official “Name Guide for “ur 
Products.” Once FTC has ised 
the official designation for c.ich 
species of skin, the industry wold 
be required to use these terms ex- 
clusively in labeling and advertis- 
ing. Congressional proponents «are 
Senators Edwin C. Johnson (D. 
Colo.) and Joseph R. McCarthy 
(R., Wis.) and Rep. Joseph P. 
O’Hara (R., Minn.). 

. & *& 

| Some business men are indif- 
| 

} 


ferent to the proposed “highway 
census,” but others, who sell farm 
products, or to the farm market, 
have contrary opinions. The high- 
way census received a strong en- 
| dorsement last week from a trans- 
portation industry advisory com- 
mittee appointed to suggest pro- 
jects for the government’s new re- 
search and marketing program for 
farm products. The committee 
said “inclusion of proper ques- 
tions” in future censuses would 
provide “better understanding of 
| the economic, social and commun- 
ity importance” of farm-to-mar- 
ket roads. 


* * * 


| FTC studied mergers in the 
flour milling industry, then issued 
a report judging that “the flour 
milling industry has not evolved 
as high a degree of concentration 
as many other industries.” Gen- 
_eral Mills, the largest organiza- 
tion, was found to control only 
9.65% of the industry capacity, 
while the six largest companies 
had only 27.13% and the 36 larg- 
est 50.43%. FTC’s drive to plug 
gaps in the merger laws registered 
/an important victory as a House 
judiciary subcommittee prepared 
to recommend the Kefauver Bill 
'to prevent “monopolistic” absorp- 
| tion of the assets of competitors 
or distribution outlets. 
* * * 


Veterans Administrator Omar 
Bradley, who is winning new re- 
spect for his fearless administra- 
| tion of a cumbersome agency, !)as 
_ tightened his hold over VA public 
| relations. This was one of (ie 
| government public relations out- 
fits specifically slashed by Con- 
“gress as “over-extended.” Now 
| VA public relations chief is +. 
'Col. Chester Hansen, who wit 
'through the African, Sicili ., 
European and Veterans Admir »- 
|tration campaigns as a Brac y 
aide. 


| a co ot 
| Brown Names Stakel 


Frederick C. Stakel has jo! 
| the Brown Company, New Y 
| producer of wood cellulose 
/allied products, as manager 
|advertising and sales promot 
He was formerly with Scott Pe °! 
| Company and E. I. Du Pont ‘* 
Nemours & Co., and is a for °! 
lieutenant commander, USNR 


‘Ideco Moves Ad Office 


International Derrick & Eq 
ment Company has moved its 


vertising headquarters from 
lumbus, O., to 1315 Pacific A 
Dallas, with E. J. Whetzle 


| charge of all advertising activi 


News Bureau Moves 


| S. D. McFadden News Bur: 
San Francisco, publisher of W 
ern Trucking News Service 
Western acking News Ser 
has moved its offices to 7 F! 
St., San Francisco 11. 


28 es 
ee TENN ge 
| a ___________ 
| = 
ia =e 
— - 
} i 
| Oy TET, ERATE lA Se SSE ES SES NE i SNe Ee EE LES SL OOO ee a Oy 
She 
: z : . 
_—_—_SESEOoOoqQg ee ee es = wis 
| me 
4, 
| ns 
| é 
| | 
| 
| | 
My) 
| 
| 
| 
| 
ee 
ee | 


le it 


Pr ral 


Bi STROUDSBURG I) 


shway ba 

| farm A 

arket rt 

high- i 

ig en- 

trans- 

com- 

t pro- 

Ww re- ; 

im for ie : 
mittee e ; 
=| Lhey They saw-—They w | = 
would errr 
me ey came ey sa e ere soldon 
-mar- i aa 
n the ; 

issued 

flour 

volved 

ration GAL) 

Gen- 
aniza- 
L only 
pacity, 

panies 
} larg- 
’ plug PATHFINDER has proved again that Main Street com- one auto dealer take orders for 25 new cars ... and 
istere 
hat munities constitute this country’s most up-and-coming several merchants increase their sales 200% over the 
. market for manufactured goods. figures for the same week last year ... and Wurlitzer 
= From May 5th to 10th—in Stroudsburg and East pianos at $685 being sold and orders taken for more. 
— Stroudsburg, Pa., PATHFINDER’S demonstration of Main They saw brand-name merchandise going to customers 
iets rd Street’s selling strength drew many thousands of inter- _as preferred merchandise. Goods were sold on brand and a 
ry, has tic 
public ested consumers, manufacturers, distributors and sales- quality—no price reductions were advertised. 
of the 
Pe, 8 men. Approximately 500 were representatives and top PATHFINDER Magazine’s faith in the sales potential 
Py r executives of national manufacturing concerns and their of Main Street towns has been well justified. And 
als : advertising agencies. They saw convincing evidence that PATHFINDER’s pride in it’s million subscriber-homes in 
oe y on Main Street better selling methods and adequate these towns is equalled only by that of the influential 
attention move more goods to more people. They saw and prosperous people who live in them. 

| 

joi 

Y 
e , 
“0 | Concrete results of the Pathfinder Plan at work, as dem- 
fod onstrated by retail selling strength of the Stroudsburgs 
forr 2 will soon be ready for you. Ask for them. 
NR 
ce 
Eq 


". | THE FAMILY NEWS MAGAZINE THAT INFLUENCES MAIN STREET We 


More than 1,000,000 circulation 


<> ‘ GRAHAM PATTERSON, Publisher 


ce Washington Square, Philadelphia 5, Pa. 
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Minneapolis Firm 
to Sell 15-Item 
Kits of Samples 


MINNEAPOLIS—National Sampler 
Company has been formed here 
to sell kits of 15 non-competitive 
items at 29 cents a kit through 
drug stores throughout the coun- 
try. 

Samuel N.. Nemer, president, 
and formerly director of sales and 
advertising of H. L. Tanner & Co. 
here, asserted that samples of 


leading national brands of mer- | 


chandise will make up the mer- 
chandise in “Sampler” kits. A 
test campaign in the Twin Cities 
and Duluth late this summer will 
include products of Toni, Inc., 
St. Paul, and Helene Curtis In- 
dustries and G. Barr & Co., Chi- 
cago. 

One million “Samplers” will be 
distributed each season of the 
year, and participation will be on 
the basis of units of 100,000 pack- 


HAVE YOUR OWN 


NEW YORK 


aff prepared to 


i “ectuiring your advertis ng 
needs in the inexhaustible New 
York market. Make available, 
to your clients and yourselves, 
the same talents and facilities 
that now serve outstanding New 


York advertisers and advertising 


agencies. 


Advertising Clearing House 


offers the services of a-capable 
and resourceful organization 
with widespread New York con- 
tacts, to act as your representa- 
tive in obtaining for you, 
whatever you may need in: he 
art work ® photography 
printing ® radio programs 
engravings ® transcriptions 
spot and jingle campaigns 
educational films © copy 
market feseorch = . - public 


a plus anything else ad-wise! 


for YOUR use when in New 
York, ACH makes available a 
private office, with stenographic 
and telephone facilities. All mail 
and telephone messages are 
forwarded to you. You may 
use ACH’s address as YOUR 
New York address. 


ADVERTISING CLEARING HOUSE, INC. is 
NOT oan advertising agency nor an ad- 
vertising agency network headquarters... 
we are YOUR New York office... dedi- 
cated solely to fulfilling YOUR-needs in 
the strictest confidence! 


Domestic and foreign inquiries invited. 


The Penthouse at 1475 Broadway 
Times Square * New York 18, N. Y. 


Cable Address: ADVERHAUS + BRyont 9-5072-73 


|ages, under present plans. Sales{|the participating products. Manu- 
will be confined to three-day | facturers, if they wish, can insert 
periods in each market. |coupons giving customers cash 
'discounts on purchase of regular 
|}units, and these coupons can be 
“The ‘Sampler,’’”’ Mr. Nemer | used in any store where the manu- 
‘said, “is more than a means of _facturers’ units are sold.” 
getting trial sizes of items into the Promotion for the kits will in-| 
hands of the public. It will elimi-|clude advertisements in news- 
nate waste and increase efficiency papers, point-of-sale material and 
‘of ordinary means of sampling in sales promotion booklets to drug- 
‘the drug field. ‘gists. The advertising will be 
| “The ‘Sampler’ will also stimu- | handled through Manson-Gold Ad- 
late sales of regular-size units of | vertising Agency here. 


Cuts Packaging Costs 


‘Stovermont Appoints 


Stovermont Industries, Stowe, | 
Vt., has appointed Albert Frank- | 
Guenther Law, New York. The! 
Vermont Village Workshop, a 
| subsidiary, which makes repro- 
| ductions of early American furni- 
ture classics, is currently schedul- 
ing newspapers, and home 
furnishing magazines. 


Six Join AFA 


The following organizations have 
joined the Advertising Federation 
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| of America: Mid-Continent Pe. 
| troleum Corporation, Tulsa; Moni- 
| tor Publications, Denver; Bra ly. 
|Parkinson Company, Stevens 
Point, Wis.; Landsheft, Inc., Buf- 
falo; Lewis & Gilman, Philadel]. 
phia, and Tatham-Laird, Chicago. 


Reelects Coleman 


The Third District of the Na- 
tional Association of Broadcasters 
has reelected George D. Coleman. 
Station WGBI, Scranton, Pa., tp 
the association’s board of direc. 
tors. 
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U of CNames Guldager | Houghton Joins Wright 


Carl Guldager, formerly adver- Robert L. Houghton, formerly 


= and Profit Outlook.” The bulle- 
Management Firm tins will be issued “from time to 


e . : = time” as a service to management. 

‘ising coordinator and planner of| with Lever Brothers Company ; : : 

Maconall Field & Co., Chicago, has | Cambridge, Mass., has been ap- Predicts Further The series will give particular 

suf yeen named assistant in the de-| pointed advertising manager of Ad Bud et Dro emphasis to distribution costs. 

ae yartment of public relations of the | J. A. Wright & Co., Boston, maker | g Pp | Half of the first four-page bul- 

University of Chicago. of Wright’s silver polish. | PHILADELPHIA—Expenditures of letin is devoted to a study of ad- 
pieeqetc—tre | advertisers this year will fall 13% | vertising expenditures. It shows 


Perkins on Musaphonic Tyson Promotes Baxter 


but will be 17% ahead of 1945. |of ad expenditures in the U. S 


Na- . S. Perkins has been ap- Osmond T. Baxter, who joined | : ; : sh 
+n a sales manager of the oa. ‘the copy pice ine ae 5 This forecast is made by Alder-/| rose steadily from about 124 in 
nan. eral Electric Musaphonic line of| Tyson & Co., New York industrial son & Sessions, marketing and | 1942 to an all-time high of about 
= radio receivers, with headquarters | agency, two months ago, has been Management counsel, in the first 290 points last September. 

rec. in Bridgeport, Conn. | promoted to copy chief. |issue of its new publication, “Cost Charting a decline since last 


from ad expenditures last year | that, on a 1934-38 base, the index | 


AND PROVE IT! 


The readers of McGraw-Hill publications like us pretty well and prove it... prove it 
positively in a way that leaves no room for doubt. They spend their own good money of 


their own free will for the privilege of receiving their favorite McGraw-Hill publications. 


Money talks ... even a nickel! It only costs 5¢ to make a local “phone call but let that call 
get mishandled and you soon let the telephone company know about it! How valid would 


your complaint be if “phone calls were free? 


McGraw-Hill readers (subscribers, that is) pay a part of the cost of producing McGraw-Hill 


publications. They literally buy a share in a publishing venture because they want to. 


The reader who wants a publication and demonstrates his desire by paying for it again and 


again is most apt to be the kind of a reader who gives the advertiser his best audience. 


That kind of a reader has a selfish interest in getting his money’s worth. And he can get it 


only by carefully reading the publication he has bought. 


edition of "The Pulse Beat of Industry,"’ a 
digest of trends and current conditions as 
McGraw-Hill editors see them. 


yg [COMPANY, INC. 


Headquarters for Industrial Information 
230 West 42nd Street—New York 18, N. Y. 


ASK YOUR McGRAW-HILL MAN for the new 
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fall, the study predicts that the 
decline will continue through next 
August, when the index will per- 
haps be about 180 points. Future 
issues of “Outlook,’ Alderson & 
Sessions asserts, will analyze the 
trend in greater detail, showing 
differences by media and product 
classification. 


‘Atlantic’ Appoints 
Crockett Ad Director 

| Charles B. Crockett has joined 
the Atlantic Monthly Company, 
| Boston, as director of advertising. 
| He also becomes a member of the 
'board of directors. 

| Mr. Crockett was for many 
years with the McGraw-Hill Pub- 
| lishing Company, and_= served 
nearly four years with the U. S. 
Army air forces in Africa and 
Europe. 


‘Mitchell Promoted 


| Joel S. Mitchell, who joined 
| Standard Brands, New York, more 
‘than two years ago as vice-presi- 
| dent in charge of the international 
division, has been elected execu- 
| tive vice-president. 


New Jerseys I*! Station 


ve T 
Own THE 
DIAL 


NEWARK-NEW JERSEY 


FIRST 
IN 
AM 


First commercial broadcast 
in New Jersey in 1920 over 
21A, the original WAAT. 


FIRST 
IN 


COMMERCIAL 


FM 


Will be onthe airas W AAW, 
on or before July, 1947. 


FIRST 
oo = 
~~ TELEVISION 


CP granted April 8, 1947. 

Will be on the air as soon 
as construction is com- 
pleted. 


WAAT DELIVERS 
MORE LISTENERS 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 
... INCLUDING ALL 
530,000 WATTERS. 


New Jersey's 1% Station 


ve T 
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MEWARK-NEW JERSEY 
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sales manager in Atlanta for the 

Textron Boosts 3 Southeast since December, 1943, 
Textron, New York, has ap-/will move to New York. Mr. 
pointed M. J. Adams as general| Buckner, who will be in charge 
sales manager and Lowell R./|of sales east of the Mississippi, 
Buckner and Frank H. Bise as| has been New England and New 
assistant general sales managers. | York state regional sales manager 
Mr. Adams, who has been regional ' since August, 1943, and Mr. Bise, 


AMERICAN 
DISPLAY STUDIOS 


179 N. WELLS ST..CHICAGO 


Sigua of all Kinds 


Call DEArborn 1278 


charts dramatized. 


| 


who will take charge of sales west | # 


of the Mississippi, has been West | Mademoiselle’ 
Coast regional head since 1944. Quarterly to Bow 
Vet Trainees Employed INext October 


Grey Advertising Agency, New | 
York, reports that of 23 veterans NEw YorK — Mademoiselle’s 
enrolled in its on-the-job training Living, the Magazine for Smart 


program a year ago, two have ‘a 
found full-time positions in ether | Yours Homemakers, a new four 


agencies, four have been trans- seasonal magazine to be published 
ferred to Grey’s permanent staff; by Street & Smith Publications, 
and the others are continuing the | will appear on newsstands Oct. 1, 
program. Those added perma-|at a price of 50 cents. The first 
i Mca ag di aanik oak | issue will have a national circula- 
department, and Edward Russell | on of more than 200,000 copies. 

and Maurice Weiss, assistant ac-| No advertising will be accepted 
count executives. |for the 192-page introductory 


| 


/number. 


| Mademoiselle’s Living is de- 
| signed to do for the field of home 
‘furnishings what Mademoiselle 
/has done for fashion, explains 
| Allen L. Grammer, president. It 
|will appeal directly to young 
homemakers in the 18-35 age 
|group, inaugurating the first such 
publication edited exclusively for 

young reader - consumer 


this 
group, he said. 
Betsy Talbot Blackwell, editor- 
7 in-chief of Mademoiselle, will di- 


rect the new project; Elinor Hill- 
yer, head of the Design for Living 
department of Mademoiselle and 
author of its “Home Planning 


Net Effective Scrapbook,” now in its second 
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and ’47, will be art director; Her. 
bert Roan, formerly with Me- 
Graw-Hill Publishing Company, 
will be art editor; James Maya)p). 
who assists Miss Hillyer on Made- 
moiselle, will be decoration ed 
tor; Edith Brazwell Evans, 
tional coordinating director of 
Mademoiselle, will be promotion 
and merchandising director; and 
Lucrecia Andujar, formerly with 
House & Garden and Goodal!) 
Fabrics, will be merchandise edj- 
tor. 

Mademoiselle editors will retain 
their positions in addition to new 
duties on Mademoiselle’s Living. 


Protest Sign Bill 


A delegation representing 1| 
companies dealing in outdoor 
signs have filed petitions with the 
Utica, N. Y., common council pro- 
testing a new sign ordinance 
under consideration by a counci! 
committee. The delegation argued 
that some provisions of the ordi- 
nance encourage monopoly of the 
sign business by large operators 
to the detriment of the smaller 
companies. Particular exception 
was taken to a provision requiring 
them to carry $5,000 indemnity 
bonds. 


Hafley Named Publisher 


C. G. Hafley has resigned as 
business manager of Ellis Pub- 
lications, New York, to become 
publisher of Eastern Jeweler, New 
York. Previously he was asso- 
ciated with the Barron Collier 
interests as sales manager of New 
York subway and surface trans- 
portation advertising, and later 
was assistant to the president of 
McClure Newspaper Syndicate. 


Metropolitan Market Population Retail Sales Buying Income printing, will be executive editor; 
and Mary Hamman, co-author 
HOUSTON. .. . . ... . . 699,900  $500,075,000 $805,911,000 Wrote Stead poe te 
Harris, Texas Girl with a Job and a Future,” 
| will be managing editor. 

NEW ORLEANS ..... . . 643,500 481,218,000 730,553,000 | Bradbury Thompson, Mademoi- 

Jefferson, St. Bernard and Orleans, La. selle’s art director and winner of 
: ‘ Art Director awards in 1945, °46 

NORFOLK... . . . . . « 601,700 329,463,000 = 557,855,000 

Elizabeth City, Norfolk, Warwick and Princess Anne, Va. | 

ATLANTA . . . . . . . « « 593,200 456,712,000 669,265,000 tissues 

DeKalb and Fulton, Ga. | Wis 

ees 6 a ss el ee ee 463,480,000 638,319,000  _ 

Dallas, Texus 

le! | Sa rr 376,112,000 669,692,000 

Jefferson, Ky., and Clark and Floyd, Ind. 

BIRMINGHAM. . . . . . . . 534,800 316,658,000 504,176,000 

Jefferson, Ala. 

Cc ce 311,356,000 549,970,000 | 

Shelby, Tenn. | 

SAN ANTONIO .... .. . . 402,600 260,330,000 439,262,000 

Bexar, Texas | 

FORT WORTH. . . . . . . . 314,000 = 250,433,000 403,201,000 


Tarrant, Texas 


> Population, Retail Sales, and Net Effective Buying Income figures include all counties (listed below each city) which 
make up its metropolitan area. All figures are from Sales Management's annual Survey of Buying Power, May 10, 


1947. (Copr. 1947, Sales Management; further reproduction not licensed.) 


Yes, Houston leads the South . . . and The 
Chronicle leads in Houston. To know and sell 
the Houston market, keep these facts in mind: 
(1) Houston, the South’s largest and richest 


market, is growing rapidly—but its growth is a 


sound growth. (2) The Houston Chronicle pro- 


The Houston Chronicle 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 


vides advertisers with a single medium which 
reaches all corners and levels of this market 
with rare efficiency. It is a matter of record 
that The Chronicle for 34 consecutive years has 
been first among Houston newspapers in both 


advertising and circulation. 


station! 


The north Alabama market is a billion 
dollar target—and when you hit it, results 
speak! WSGN hits the bulls-eye, spon- 
sors tell us. Analyze audience preference 
surveys and you'll see why. WSGWN reg- 
ularly leads all Birmingham stations with 
daytime (8 AM-6 PM) listeners .. . So, 
hit the target. Buy Alabama’s leading 


ALABAMA'S BEST BUY FAR! 


The Houston Market is sold 
when your story is told 


. in The Chronicle 


ETHE NEWS - AGE - HERALD STATION: 


BIRMINGHAM 2, ALABAMA 
Represented Nationally By Headley-Reed 
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REDBOOK, VA. 


i 


The men get out and help their wives spend 
$120,000,000 in REDBOOK, Wisconsin 


With all the food they raise in Wisconsin, 
the Redbook families still feel the need of 
spending over $21,000,000 a year in their 
food stores. And if you don’t think that 
Redbook men-folk have something to say 
about the kind of food their wives buy, you 
don’t know Redbook. 

Redbook families alone give Wisconsin 
drug stores over $3,000,000 worth of business 
annually. 


83% of all Redbook, Wisconsin families 
own cars. More are buying them every day 
— and it takes two to make that kind of a 
bargain. The cost of getting both men and 
women readers in Redbook is low. 

In fact, the cost of reaching all of this big 
$120,000,000 market in Wisconsin is a lot 
lower than most people think — $77 a page 
is the pro-rata rate. The smart advertisers are 
putting Redbook on the list. 


THEY’RE YOUNG 
—AND GOING PLACES! 


The majority of Redbook readers are 35 or 
under. That means that their wants and needs 
are going to be satisfied in great variety and 
often. It also means that they try new products, 
and become sold on old ones, through the ad- 
vertising they read 
in Redbook. 


HIT EM WHERE Soe 
."% REDBOOK. U. bb 
~~ me 
vere yr) || 6 * * . iQ he 
Send for the Redbook State-by-State analysis of family buying power. = { e 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. \— i 
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WE WOULD LIKE TO SIT AT YOUR DESK and show you what 
are perhaps the most specific and practical sales tools of our time—indi- 
vidual operating Sales Controls for nine great markets that pile up 41% 
of all U.S. consumer spending. They’re built on bedrock marketing fact— 


gathered in the field by a force of men who walked hundreds of thou- 


a 


sands of blocks, sweated through hundreds of suburban miles, to com- 


plete the biggest job of its kind ever attempted. Boiled down, these are: 


A specialized working arrangement 

A mapped marketing visualization 

A shopping center and street visualization 
A working market analysis 

A tied-in routed breakdown of retail outlets 


A sales and salesman’s working control 
A factual evaluation of each market and its parts 


A practical aid for setting up the sales machinery 
of a business 
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DISTRIBUTION 


TO DREAM ABOUT 


Ideal distribution exists in South Bend, Indiana—the 
market for tests you can trust. In the food field, five 
wholesalers cover the entire market. In the drug field, 
one wholesaler and five chains handle distribution. 
“Test Town, U.S.A.” gives you complete and con- 
trolled distribution for accurate tests. Want the facts? 


Write for free market data book, “Test Town, U.S. A.” 
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STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


Bus Operators’ 
Bouquets Tossed 
Back to Public 


St. Lovis—A double-barreled 
use of its daily newscast is being 
made by St. Louis Public Service 
Company, with one barrel aimed 
squarely at the company’s em- 
ployes. 

Public Service has sponsored 
the daily Frank Doyle newscast 
over KWK for three years. Now, 
once a week, it slips in, as part 
of the newscast, a letter com- 
mending the competence or cour- 
tesy of one of its street car or bus 
operators. 

After the letter is picked, it is 
written into the script, and a copy 
of the script is mailed to the op- 
erator who is being commended, 
together with a note asking his 
permission to read the commenda- 
tion on a particular night. As 
soon as the operator’s release is 
received, the commendation is 
worked into a poster which shows 


Here is 


KFYR’s 


Daytime BMB fam 
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New 


ja picture of Frank Doyle at one 
side, a copy of the letter at the 
other, and the notation: “Fran, 
Doyle will say .. . This will be 
|broadcast on Six O’Clock New, 
| (day and date).” 

| The poster goes up in the diyj. 
|sion office out of which the com. 
mended operator works.  Reag. 
|tions have been so good that the 
|company has decided to make the 
|feature a permanent part of jj 
|advertising and employe relation; 
| activities. e 
| Tri 
TRANSIT COMPANY 


FEATURES COURTESY NEW 
BaLtrmoreE—The Baltimore§f % iette, 
Transit Company wound up jt@ "85 ! 
“highly successful half-hour “cour. !94%: 
tesy” radio program for the sum. 2°” © 
mer by inviting street railway anj The 
urban bus company officials here Thoms 
for a special broadcast. with 
The program, designed to con.§ ° the 
vince the public service company’s will st 
employes that courtesy to cus.§ 2004S 
tomers pays, was originated by In 1 
Raymond Tompkins, director oj§ B!acké 
information and service for theg 'U®™@ 
company, and wartime corre. Fitzge’ 


spondent for the Baltimore Sun- 
papers. 

Shortly after V-J Day the pro- 
gram was launched. Listeners 
were told that a cash prize would 
be given each week for the best 
letter citing the best act of cour- 
tesy witnessed on street cars or 


a 45 busses. A weekly courtesy judge, 
S i some well-known official or civic 
- a leader, makes the award each 
oie Lie ig | week. The prize is a U. S. savings Cc 
bond. - 
The company, says Claude M. — 
Gray, president, has accomplished a. 
|two definite things through the a pe 
program: It has created interest rs P 
|in the good work done by hun- pat 
|dreds of transit company em- S 1 
| ployes, and it has shown the pub- P 
|lic that the management really 
| intends to serve them well. She 
: i | The Joseph Katz Company is§ Brow 
tan Mi 8 _the agency in charge. comir 
/ ty * Nort L Rota s4 | g2\97| 81 | 9M . | piethalen 58 actus 
, va | . é 
a 86 “ wah ss a | i —_— Network to Add Station | °°." 
? gq \ Minet 97 | 96 a. = | A 5,000-watt station now being # ets 
, ae | 
83 96 95 4 — Se constructed at Great Falls, Mont. cigo | 
96 91 ; =n _by the Montana Farmers Broad-§ .... 
60 97 100 | 100 97 | 53 \48 ae a 119 casting Corporation, and as yet ys 
98 10 —_ 1 ” without call letters, will become § '* '? 
at _ | 98 0 /an affiliate of the Intermountain J ¢an't 
- 96 | 97 B . ’ Network, Salt Lake City. Four § peop! 
= Oe | ss 100| 82 | 4 19 4 of the network’s affiliates will Be 
39 | 100 96 5 2B 45 wae increase their power from 250 tof Brow 
—) $7 $5 g¢ |2 ee = cme 1,000 watts. They are KXFD.— for 1 
af 98 100 100 96 | St | 54 ie ; Boise-Nampa, Ida.; KVNU, Logan.§ J, 1 
vee 19 \1 i 7‘ n 
: is ay lee Utah; KOVO, Provo, Utah, and with 
Sou th Dak ota gg | 94 89 73 1s 12 3 stein KVRS, Rock Springs, Wyo. and 
97 100 95 | 93 Aberdeen yo 
95 / , 
— 95 100} / 93 | 83 13 KFYR Daytime Audience Map = 
2 4 Based on BMB Study No. 1—March, 1946 
Meee 89 84 “iB 
oe $1 | oot at es tok titan funoe to FUN ot tee 
ei y % 83 93 i 83 14 hed e onee a week in the daytime. 
‘ re H i x 51 YZ 15 Counties in whic 
% 71 Rapid ” 90_ . 88 75 43 aM, [ 70 | oi - 100% of the radio 
Mie : i 49 o 5 ie ” | 14 e families listen to KFYR. 
ai 7 i : 4. oe yi [ a0] sien 2. niles | 
re , es oh ot Sere 
ii H 4] i ie | ange ly oe radio 
: a 37 i g 82 ‘ 52 » ie ES ~ families listen to KF YR. | 
a t "i ae * See BMB Station Audience Reprint for per- 
eaeie t Bis : cent and number of tistening families in all | = 
4 : counties and cities. = 
. t 
Swing-O-Rin¢ = 
AUDIENCE BY DECILES 3 ° Je 
Number of Canodian Total Audience Loose Leaf Binding . 
% BMS es | of U. S. Daytime — pa me and th 
nce nsus udience Canadian 
Penetration Counties (Families) Subdivisions (Families) (Families) - | 
90-100% 53 82,570 82,570 The pages stay in, without tearing OF | {( 
80-100% 73 108,640 108,640 | because they are held by a large "une | 
70-100% 83 126,870 5 8,410 135,280 BG he hg gtindke 1 
60-100% 88 131,910 " 21,070 152,980 | Some aeneiiar ee eee ae io 34 
50-100% 99 141,460 25 41,960 183,420 binders. Pages turn more easily 1 
a nn a nS Mm i , 
" 6 ; 81,830 240,650 
20-100% 133 169,680 43 87,950 257.630 Write us for name of nearest Swng) 
10-100% 160 181,270 51 90,270 271,540 a ee P+ rg, os oe | \ 
KFYR Audience Reprint containing complete BMB Audience information by counties and measured size, ab he wel parry flexible he fatiogg | i 
cities available free on request. leather cover. a 
Represented Notionolly by JOHN BLAIR G COMPANY | T 
conemntnein eueneineaimei | 
KFYR =" => i. 
ci, LO oo wing OF ] E 
Sismarch, North Dakota ——— __ Division of The Fred Goot Co. me: MME 
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New Business Drive *::«: 
into the agency business after he 
D ect for $&M graduated from the University of 
rosp : Denver in 1924. 
from two weeks | 
was fired or quit. 
. ° ' 
Tripled Since '43 
said, but he stuck 
quette, which has tripled its bill-| L. W. Thomas breaking into the 
The agency recently added L. W.| In the process he worked for 
with Biow Company in charge| ver, Chicago, New York, Atlanta, 
In 1943, when Carl Brown left} in Chicago, and was lucky enough 
runner of the present Dancer- | ‘In an hour,” Thomas says, “Hum- 
$2,900,000. They 
$6,000,000, and Boiled down to its essence, 
about $9,000,000.| copy which would penetrate 
will be the prin-|is that which promises’ him 
know anything about automobiles | approach. 
an opportune time for an agency | osophy, Thomas made his way 
Wants Only Small List | When he joined Biow in 1938, the 
h 
Brows, bat ne ‘beetdion of be- the figure amounted to $25,000,000 
agencies,” but will aim for a small | 
list of clients with sizable budg- | 
cific minimum on an account, but Rocky Mountain News in Denver, 
is incompatible, or on which he} 
Before hiring Mr. Thomas, | light out of my eyes.” 
for 18 months for a creative man. | Joins Iowa Agency 
| vertising manager. He left the 
REACH THE Son de Regger & Brown, Des 
| with the Cowles brothers in or- 


——— 


most colorful men in the agency 
Thomas made periodic forays 
He worked for 
. agencies for) 
as omas ons spans ranging | 
k d S d GS to two months, | 
Package oods Goa 
of Agency; Billings “I couldn't fig- | 
9g Yi 9 ure out what | 
they wanted,” he | 
New YorK—Sherman & Mar- _ to his idea of 
ings in its New York office since agency business 
1943, is about to embark on a/ because it represented “a lot bet- 
new business campaign. ter money” than newspaper work. 
Thomas, for the past nine years | newspapers in New Orleans, Den- 
of the creative department, and| Milwaukee, Omaha “and even 
will shoot primarily for packaged | Savannah, Georgia.” Eventually 
goods accounts. he wound up with Lord & Thomas 
Blackett-Sample-Hummert, fore-|to work under Frank Hummert. 
Fitzgerald-Sample, to head S&M’s| mert told me what the agency 
New York office, | business was all about, and how 
billings were |to write advertising copy.” 
are currently Shifts Copy Approach 
the total billings | Hummert told him that the reader 
(New York and|is constantly concerned with his 
Chicago) are|own problems, and that the only 
Packaged goods | through his concern with himself 
cipal target be-| something specific. Thomas, who 
Carl Brown cause, Mr. Brown | had been trying to describe the 
says, “we don’t, product thoroughly, shifted his 
or appliances.” He thinks it is Armed with the Hummert phil- 
to go prospecting, and that agency | successively from L&T to J. Stir- 
splits and account changes will|ling Getchell, to Geyer, Cornell 
be plentiful in the next two years.|& Newell, to Biow Company. 
h ; ae z 
Shermen & Marquette, says. Mr. agency had $4,500,000 in billings; 
: : = - |in 1946. 
coming a big agency “which is| je wears a hat when he works, 
actually only a collection of small ‘has had contracts with agencies 
| specifically guaranteeing him the 
ae oe f | right to wear it. He acquired the 
ets, He steers away irom a Sp€~' }abit from a star reporter on the 
says he won’t handle one which | ,ent it on his wanderings through 
7 |city rooms, now says sheepishly 
can . afford to put top Grawer | that “it serves the same purpose 
peopie. /as a green eyeshade—it keeps the 
Brown is supposed to have looked | 
In Thomas he got (1) a man [Like Thomas, Brown is an ex- 
with a fine reputation for pack- | newspaperman, started as a 
aged products, and (2) one of the | printer, became a reporter and ad- 
Des Moines Register and Tribune 
f : for a small agency, later joined 
x Moines. He sold his interest in 
ve \'the Iowa agency to go with 
C 4 | Blackett -Sample-Hummert in 
ee | 1941, after considerable experience 
|ganizing the Willkie campaign. 
| He has some unique ideas in the 
agency business: “We don’t want 
to win any awards”; “I believe in 


is because they don’t get anything 
done before noon.” 
Only 40 to Thomas’ 48, Brown 
is quick, extraverted, fond of | 
sailing. Thomas hates boats. 
| Joins Ridings & Ferris 
| *The Post is edited for | H. F. Williams Jr., formerly di- 


l P heawi half |rector of publicity of the Illinois 
the active, buying ha State Chamber of Commerce, has 
of Cincinnati — people been named an account executive 
1 " of Ridings & Ferris, Inc., Chicago, 
who are going places— publicity and public relations 
who actively respond to firm. Mr. Williams will be as- 
a aly signed to Rochester, N. Y. 
| advertising. so aR Da 


The To Behel & Waldie 


e e e || Stanley Knight Corporation, 
inecinnatl |Chicago, manufacturer of soda 
fountain equipment, has placed its 

Post advertising with Behel & Waldie 
57 & Briggs, Inc., Chicago. Direct 
REACHES O/% OF CINCINNATI mail, trade publication and sales 
promotion campaigns are planned. 


working from 9 to 5—the reason | 
so many of these guys have to) 
work at night or on the weekends | 


J SCONS: 


Serves the Nation 
with 8 times more 
cheese than any 

other state 


Goll 


‘America’s Richest Dairy Market 


with its STATE FARM PAPER 


Most people recognize Wisconsin as a leading dairy 
state yet the margin of its leadership may surprise you. 
In cheese production, it outranks its nearest competitor 
by 800%. Even in the hotly contested field of milk pro- 
duction it excels the next nearest state by 79%. Just as 
Wisconsin in dairy production, is in a class by itself, 
Wisconsin Agriculturist stands alone among farm papers 
in its ability to deliver this rich, ready-to-sell market. 
For 98 years, it has been a spokesman of the dairy in- 
dustry—serving as a trade paper to the Wisconsin dairy 
farmer, a family paper to the farmer's wife. Because it 
understands and talks Wisconsin farm language, it 
reaches practically every farm home in the state. W1s- 
consin farm income is at its highest level; Wisconsin 
farm buying requirements are at an all-time peak. Now 
is the time to win Wisconsin with the one farm medium 
that goes all the way. 


1947 
BUYING REQUIREMENTS 


OF WISCONSIN FARMERS 


What will Wisconsin farmers 
be buying in '47? Wisconsin 
Agriculturist has just completed 
a survey indicating the per- 
centage of Wisconsin farmers 
planning to make definite farm 
and home purchases. Included 
are such items as home build- 
ing and modernization; instal- 
lations of water and kitchen 
equipment; building and mod- 
ernization of dairy barns, hog 
houses, poultry houses; pur- 
chases of automotive and field 
equipment. Data of invaluable 
help to market planners, Write 


for your free copy now 
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AGRICULTURIST & FARMER 
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Nevada, Ia., 
Throng Fetes 
Donnelley Corp. 


Nevapa, Ia—Three thousand 
Story County residents joined 
several hundred Nevada em- 
ployes of Reuben H. Donnelley 
Corporation May 22 to celebrate 
the 25th anniversary of the direct 
mail advertising firm’s local 
branch office. 

Among those honored in day- 
long festivities were Raymond M. 


Nevada is called the birthplace 
of the “automobile list” business, 
basis for much of the mass dis- 
tribution of direct mail pieces in 
‘the U. S. The first large col- 
\lection of names of automobile 
owners was made here from 1919 
'to 1922 by the M & L Mailing Sys- 
tem, of which Mr. Harrington was 
‘half owner. Donnelley purchased 
\M & L in 1922 and continued the 
| operation here. 


Stillman Joins Putman 
Charles J. Stillman Jr., for- 


merly Atlantic sales manager for 


Milton Names Kaufman 


Milton Paper Company, New 
York, has retained Herbert Kauf- 
man as consultant to direct adver- 
tising and public relations. Mr. 
Kaufman has operated his own 
business since last October, when 
‘he resigned as assistant to the 
president and director of sales 
and advertising of Eveready Label 
| Corporation. 
| 


‘Holiday’ Adds Editions 
| Holiday, Philadelphia, has be- 


/gun mailing a men’s wear edition 
and sporting goods edition of its 
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directories that include the names 
and addresses of a wide variety 


Commerce Alters 
Dusinees TAGOR. vein an sated tere 


WASHINGTON — The Commerce | sible. 
Department has revised “Ameri-| ‘The publication is designated 
can Business Directories,’ an in-|as, Industrial Series No. 57, ang 
dex designed to help business men | may be obtained for 65 cents from 
locate sources of supply and lists|the Superintendent of Documents 
of prospective customers for their|or from the department’s field 
services. | offices. 

The publication, totaling 198) 
pages, includes all directories of ‘ 
American business firms known WBRY Appoints Corby 
to the inquiry and reference sec-| Thomas W. Corby has been ap- 
tion. It was compiled by Mar- pointed promotional director of 
WBRY, CBS’ 5,000 watt affiliate ip 


Gunnison, Donnelley president, 


and two former Nevada residents 
now key executives of Donnelley 
—David L. Harrington, vice-presi- 
dent, and Albert M. Andersen, 
general manager of the Chicago 


Caldwell-Clements, has joined the | advertising portfolios to retailers. 
New York office of Putman Pub-| The portfolios contain prints of 
lishing Company, representing ads to appear in forthcoming is- 
Chemical Processing Preview and | sues of the magazine. Seven hun- 
Food Processing Preview in the| dred men’s stores and 950 sport- 


 edivortiate Merchandising News” jorie V. Davis. 


New York area. 


| ing goods stores are on the list. 


The listing of directories is di-| Waterbury, Conn. He formerly 
vided into two groups: (1) kinds | Sateveuen davateis aan i 
of rea ong ee ee lican, owner of the station, with 
appea in p a er, which he has been associated for 
(2) a “general” classification for 25 years. 


direct mail branch. 


The branch office here sends 
out up to nine carloads of mail 
daily. Donnelley employes here 
have received about $6,000,000 in 
wages since the branch was 
opened in 1922. 


"Time 
changed— 
but we still 
listen to 


WOC-NBC!" 
uneneasOus ee 
ST. PAUL 4 


QUAD.CITIES 


ST. LOUIS 
* 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities . . . the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here .. . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke, 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


WUE 


DAVENPORT, [tOWA 
Nationol Representatives: 
FREE & PETERS, Inc. 


Written and edited especially for these men 
| who carry industry’s executive loads, The Wall 


IT’S CALLED THE WALL STREET JOURNAL, 
BUT INDUSTRY’S DECISION MAKERS EVERYWHERE RELY 
ON IT EVERY DAY FOR ALL THE NEWS AFFECTING BUSINESS 


TS READERS are your best prospects. They are 

Owners and Managers in every type of business, 
as well as those men in thousands of companies 
who are responsible for Sales, Purchasing, En- 
gineering, Research, Accounting, and each other 
major function. 


Street Journal supplies them with the business 
news they need—every day. And now, with sales 
becoming more difficult, they’re more important 
to you than ever. 

Effective selling to business and industry be- 


gins with The Wall Street Journal. It delivers 


more decision makers per advertising dollar than 
any other publication—anywhere. 


THERMOID RUBBER SALES MANAGER PUTS 
THE WALL STREET JOURNAL TO WORK 


Mar. 4, 1947 
Sales Letter #MM— 
TO ALL INDUSTRIAL & OIL FIELD 
PRODUCT SALESMEN: 


We suggest that you subscribe 
to The Wall Street Journal 
without delay. 


In the past it was known as 
the top financial reporter. To- 
day it is probably the top gen- 
eral business publication in 
America and is read by execu- 
tives everywhere for its con— 
centrated daily business news. 

This publication is chock— 
full of ideas. Absorbing it 


can't help but build up charac- 
ter and intelligence, stimulate 
imagination and initiative—an 
effective aid toward having you 
men become bigger and better 
thinkers and hence better rep- 
resentatives than those em 
ployed by competition. 


The cost is low—only $18.00 
per year. One idea put to work 
can return your investment man—- 
ifold. Please acknowledge your 
intention by signing and re- 
turning the enclosed form. 
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Goodkind Fund 
Donations Rise 


Cuicaco—The Lewis Goodkind 
Memorial Fund, which is being 
boosted as a memorial to M. Lewis 
Goodkind (AA, July 29, ’46), late 

ice-president and treasurer of 
Goodkind, Joice & Morgan, through 


oint sponsorship by the Radio. 


Management Club and the Chi- 
cago Federated Advertising Club, 
has grown to $1,585, according to 
Harlow Roberts of the agency. 


The fund, which is used to sup-| 


vly needs of the Off The Street 
Club of Chicago, one of whose 
founders was Mr. Goodkind, helps 
make possible operation of a camp 
for Chicago’s needy youngsters 
near Wheaton, Ill. The fund ac- 


tually began when the Radio 
Management Club, which made 
available a plaque, a drinking 
fountain and water supply at the 
camp, contributed its remaining 
memorial funds to the CFAC 
funds. Checks so far have been 
received from several states 
throughout the country. 


Hall Printing Company 
Income Over $3,000,000 


Net income of W. F. Hall Print- 
ing Company, Chicago, rose from 
$1,698,091 to $3,047,083 in the 
fiscal year ended March 31, stock- 
holders were told in the annual 
report by Alfred B. Geiger, presi- 
dent, who added that sales hit a 
new high. 

The company has increased its 
plant account nearly $3,500,000 


during the year for additions to 
buildings, machinery and other 
equipment, Mr. Geiger said, de- 
claring that despite delays in its 
postwar construction program and 
delivery in equipment, Hall ex- 
pects before long ‘to be in a posi- 
tion to increase our production 
facilities to a greater degree than 
anything the company has yet at- 
tained.” 


‘Star’ Advances Silha 


Otto A. Silha, formerly on the 
copy desk of the Minneapolis Star, 
has been appointed promotion 
manager of the Minneapolis Star 
and Tribune, succeeding Lloyd E. 
Borg. The Minnesota Poll, for- 
merly under the direction of Mr. 
Borg, will be operated separately 
under 
Goldish. 


the direction of Sidney | 
‘business news programs will be 


World Bank 
Reports Over 
Station WRUL 


Boston — Eugene R. Black, 
United States executive director 
for the International Bank, gave 
a progress report to the world in 
the first of a series of new finan- 
cial broadcasts over the interna- 
tional shortwave station, WRUL, 
here recently. 

He was introduced by Walter S. 
Lemmon, president and founder 
of the World Wide Broadcasting 
Foundation, which operates the 
non-commercial, non-profit World 
Radio University. 

The cross-the-board series of 
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5 = Most advertising costs are rising. But The Wall 
f _— Street Journal delivers you key soreness ; , 


5,000 in March 1942 to 192,000 in March 1947 without a 
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aired at 4:45 p.m. WRUL, which 
beamed discussions of history, 
economics and science, and les- 
sons in basic English prior to the 
war, now is resuming its schedule 
of operations through the coop- 
eration of leading eastern uni- 
versities. 


Starts Magazine Drive 


M. Nirenberg Sons, New York, 
is launching its most compre- 
hensive advertising campaign on 
behalf of Lion of Troy shirts and 
sport shirts, with third, quarter 
and eighth-page advertising to 
|appear every week from now 
until Christmas in Collier’s, Es- 
quire, Holiday, Playbill, The New 
| Yorker and The Saturday Evening 
| Post. Sweetser, Byrne & Harring- 
ton is the agency. 


WWPG Names Agency 


Station WWPG, Palm Beach, 
Fla., has named John H. Perry 
Associates, New York, as its ad- 
vertising representative. WWPG 
is an affiliate of the American 
Broadcasting Company. 


THIS 
MONTH 


PHOTOGRAPHIC 
AGE ——suivissue 


The 
| Control 


Temperature control in your processing means 


of Temperature 


100% accuracy in your work... No wasted time or 
materials . . . No guesswork . . . Absolute, uniform 
quality ... ‘Overy result exactly as planned. Tempe- 
| reture control is mecesary to attain perfection in 
processing black and white and color, and this article 
gives you the complete and detailed story en 


Mean \\\\\\\ 
arkroom 


The first of a series that will give complete in- 
formation on planning, laying out and equipping a 
modern, up-to-the-minute darkroom. Designs for any 
budget . . . from $500 to $500,000 .. . Maximum 
efficiency for black-and-white and color work, These 
articles will be completely illustrated with layouts and 
sketches of ideas and suggestions, diagrams and 
photographs of actual install . All equip 
needed for enlarging, processing, printing and deve- 
loping is covered and anlyzed. 
not sold on newsstands 


read in addition you'll find 
ee eres em ee 


currently running ‘Color on 
PHOTOGRAPHIC AGE 


Planning a 


The Science of Color 
Photography 


Dynamic Lighting 


160 Bloomfield Ave., Montclair 4N_J. I 
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Yale & Towne Expands 
Iron Drive to N. Y. 


Yale & Towne Mfg. Company | 
introduced its new Yale Tip Toe} 
automatic electric 
metropolitan New York market 
recently, with an extensive pro- 


iron in the} 


April 21). 


motional campaign and _ joint ,employ a Tip Toe Carousel, a 
sales by 10 department stores. | circular ironing board that en- 
Full-page advertisements in| courages customer participation in 


New York metropolitan dailies | demonstration of the appliance in 
announced the iron, which made | use. 
its bow in a limited number of 
eastern markets this spring (AA, 
In addition, stores will 


Train*d demonstrators will 
show the iron in action. L. E. 
McGivena & Co., New York, 
handles the account. 


1POGRAPHY 


.we have what 
second to none.. 


Advertisements + Brochures + Catalogs * Publications) 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicage 5, Phone WEBster 7936 || 


it takes... 
.expert craftsmen. .. 
typography efficiently produced for 
the letterpress and offset processes. 


Hutzler Names Martin 


George Homer Martin Asso- 
ciates, Newark, has been ap- 
pointed to handle the sales pro- 
motion of Hutzler Mfg. Company, 
Long Island City, manufacturer 
of plastic housewares. Trade pub- 


type faces 


used. 


lications and direct mail will be | 


| 


| 


sitll. tnt 


Brown & Haley 


one of the 4,315 diversified 
payroll builders which help 
make Tacoma-Pierce County 


WASHINGTON’S 


"COND 


MARKET! 


TACOMA-PIERCE COUNTY manu- 
factures and distributes a wide range 
of products—from candies and foods 
to car wheels and furniture. From 
this broad diversification comes the 
economic stability which makes Ta- 
coma-Pierce County Washington's 
Second Market—second in popula- 
tion, in retail sales, in industrial pay- 
roll and effective buying income. 
Tacoma is a “must” on every sched- 
ule which seeks to do a thorough job 
in Washington's important Puget 


Sound region — because Tacoma is 


Just Off the Press ! 
Complete Data on 
Tacoma, 
Washington's 
Second Market 
SEND FOR FREE COPY 


MU 


1 


Almond Roca — ‘‘America's 


Above: 
Finest Confection’’ 


— in the making. 
This feature product of Brown & Haley, 
Tacoma candymokers, is advertised na- 
tionally and shipped to all parts of the 
world. Brown & Haley manufactures a 
complete line of fine chocolates, bars 
More than 300 
Tacoma men and women are employed 


by the firm. 


end candy specialties. 


effectively covered ONLY by the 
leading Tacoma daily. Check these 
coverage figures for Tacoma-Pierce 
County and see why! 


THE TACOMA ry) 

NEWS TRIBUNE 75 vA 
COVERAGE IS 0 
Second Tacoma Paper . 54% 
Seattle Morning Paper .10% 
Seattle lst Evening Paper.._ 4% 


Now ws More Than 60,000 Daily! 


No. 3 of a Continuing Series 


lined 


about Robt. 
|vince himself he will dominate 
|any board of directors he joins. Of 


barbs, 
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Beginning At Once’— a new convenience! 


RIDE on the C & Owe! 


NO TIPPING IN CAO DINERS —THE 
ANO FREE 


SERVICE Is 


CHESAPEAKE & “OHIO RAILWAY 


The YOUNG Railroad with OLD Ideas 


YOUNG FUN—The Baw! St. Journal, 
the Bond Club of New York's annual 
jape, centered its wit on Robert R. 
Young this year, as the two advertise- 
ments reproduced herewith show. 


Robert R. Young 
Target of ‘Baw! 
Street Journal’ 


New York — Robert R. Young, 
the Peck’s Bad Boy of the railroad 
business, got top billing in the 
1947 edition of the Bond Club of 
New York’s “Bawl Street Jour- 
nal,” 

From a streamer which head- 
“New York Central Direc- 
tors Get Young Ideas,” to a story 
burlesqueing Young’s' grandiose 
rail plans, to careful satires on 
Young’s advertising, the financiers 
gave the rails’ wonder boy quite a 
treatment. 


An excerpt from the story: ‘Mr. 


| Young has read enough inspired 


newspaper and magazine articles 
R. Young to con- 


Edward H. Harriman, many said 
all he needed was one seat on a 
board of directors to control it. Of 
Robt. R. Young, Robt. R. Young 
says the same thing.” 


Exchange Members, Too 


Otherwise the annual burlesque 
of the staid financial newspaper 


| ribbed the Stock Exchange and its 


various members, with independ- 
ents getting the most pointed 
in accordance with Bond 


— 


Only a HOG can get a seat... 
on the SHORT ISLAND 
££. 


t 
But who wants one anyway... they're darned uncomfortable. ) 
After all, the avcrage standing time of commuters on Short Island ps3 
Trains is only 14 minutes (on each foot). _ 
a Tn any event, the Black Report shows that by 1950 so many of our 
passengers will have become disgusted and moved to Wesichemey 
that even you Can get a seat. 
There's Our NEW Equipment Program too. Although Short a . 
Island cars never Wear out, we have recently ordered 10 — yes, > 
10 super du; juper double-dip, monstrosities of rolling stock. 
So please be patient, dear su——, we mean commuter, the Shore 
(i Island wi ill always get you there, but how! 


OR TOUR CONVEREtNCE 
Te MS mrappentge my ey of refunds and com- 
. been 


the East River 
py East River 
Tyanel. Open every day 1:30 to 1:45 am 


| brassiere ads, 


l 
Club custom. 


Some samples: Stock Exchange 
President Emil Schram was re. 
ported to have received a citation 
from President Truman as “the 


| first major enterprise in the coun- 


try to reduce prices”; 

FTC was reported to have is- 
sued an ukase barring pictures in 
since the commis- 
“honesty 


was not the bust policy”; 

Pepsi-Cola and Coca-Cola were 
reported to be merging in a 9 oz. 
bottle; 

And Robert E. Hannegan of the 
Democratic National Committee 
was said to have disapproved a 
slogan for 1948 of “Carry Harry 
or Hari-kari.” 


‘Good House’ Ups Brewer 


Good Housekeeping has _ pro- 
moted H. W. Brewer to eastern 
manager, with offices in New 
York. Mr. Brewer has been with 
the magazine for more than 2) 
years. 


Vets Join Agency 

J. Will Irwin and Philip E 
Worth, in the armed services dur- 
ing the war, have been appointed 
manager of the commercial ad- 
vertising department and man- 
ager of the 
sumer advertising department, re- 
spectively, of Purse Company, 
Chattanooga agency. 
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“8 owitz to Handle Adamson Appointed \original advertising lithographs |“ Sheu2s Scripps-Howard Names Bemis Company 
“we | Wayne D. Adamson Jr., for-| and posters over 50 years old, | Arthur W. Ardizone, formerly Dave Fischbein Company, Min- 
D ‘ouncil S Nurse _merly assistant director of public | from the Warshaw Collection of national advertising manager of neapolis, manufacturer of indus- 
1 |relations, Illinois Institute of Business Americana the Washington Daily News and|trial sewing machinery, has 
[ Pecruitment Drive Technology, Chicago, has been toe ei a |for the past year and a half with|named Bemis Bro. Bag Company, 
\ h |}appointed advertising manager of . z : |Parade, has rejoined Scripps-| St. Louis, exclusive distributor of 
New YorK—The Advertising | Barber-Greene Company, Aurora, Explains Social Security | Howard Newspapers as a member|its new hand electric filled bag 
‘ouncil has appointed Anson C.|Ill., maker of constant-flow ma-| The Social Security Admin-| °f the ip York sales staff of the | closer, which is priced at $225 net, 
owitz, vice-president of J. Wal-| terials handling equipment. istration is making available, at | tional advertising department. | Minneapolis. 
, Thompson Company, as co- eee eerree no cost, a 21-page pamphlet, “Fed- | 
rdinator of a national nurse re- | Ghows Old Ad Art eral Old-Age & Survivors Insur- 


GIBBONS KNOWS CANADA 
Aovertising J.J. GIBBONS LTD. mercuanoisine 


; ; 'ance,” which explains the Social 
rultees sparen to Pg _The Dry Dock Savings Institu-| Security Act and recent amend- 
5,000 young women - tion, 59th St. and Lexington Ave.,| ments. Copies are available at all 200 BAY STREET. - TORONTO 
-ountry’s schools of nursing. Mr. 


; Php New York, is currently devoting SSA field offices. TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUY=? 
.owitz, who headed the council’s ‘ 


vartime nurse recruitment pro-| 
srams, including Army, Navy and 
adet nurse projects, reports that 
49%, of the country’s hospitals _ 
,ow face a shortage of nurses and, | 
if these, 75% have a critical need. | 

More than 4,215 mats of a new | 


2 Wty i: Nie 


eries of newspaper advertise- | 2 

Be 
nents have been requested by | . 
1ewspapers, hospitals and nursing i % 


sroups throughout the country, : 
nd radio advertisers, operating 
inder the council’s radio alloca- | 
ion plan, are carrying messages | 


——  fitressing the basic.theme of the be 
-ampaign: “Nursing is a proud “a 
yrofession, famous as a service to 


hange fumanity, growing fast in oppor- 


“ a unities.” More than 500 hospitals 
(tation 


ti nave pledged support to the cam- 
; “the . 
yalgn. 
coun-@ The transportation and outdoor R ik AND MARKE | Hi G FIE| p 
the 


1dvertising industries, and 


ve \S-Bvindow display installation in- 
res In Bustry will donate extensive space 
mmis- Bnd service during July, the coun- 
onesty #.i) reports, and in addition, thou- 
__ fRands of posters will be displayed 
Oe gn high eavasie bgt a svg al The facilities of Advertising Publications, Inc., are unmatched. Through its four related, 
“ %Bration of local community hos- 
_ fhitals and nursing groups. Jean yet sharply defined publications, every factor in the advertising, marketing and 
of at linner is the council staff execu- es . 71 i i 
mitté¢Bive for the nurse recruitment merchandising phases of business may be reached. Recognizing that one publication 
ved a iv . . . . . 
Harry could not hope to provide editorial material of equal interest and value to the related 
Opens Detroit Office; but differing groups in these fields, we produce four related but sharply defined 
Adds Salem Account licati 
i , 
= Meldrum & ere oe pub cations 
ee eee ena fo Pama hissed hax: susiless site sll ee 
Sete Wan” i eecokaes vertising Age reaches more advertising agency executives than any other publica- 
ith. 3. : 7 ° . i i 
a Pe ae a alten tion—more than it ever has reached before—and far more than any other publication | 5 
n the Penobscot building, De- ever has reached. The Weekly Newspaper of Marketing, it goes to the desks of the e 3 
roit, for servicing the Dearborn : . : d ‘ . q 
fotors Corporation account, with most important executives of the most important national advertisers in the country. 
lip E tt Pedder, vice-president, esiate 
2s dur- ne “ . . . . . . . . . _ 
nointed ~~ Industrial Marketing is the only publication dealing exclusively with the problems of in- 
al ad- H . a ee . 
man- mane Denes aang dustrial marketers. Its readers are the marketing and advertising executives of manu- 
d con- r id amsey . omp 4 ey . . . . ee . 
snt, re-f280, has been appointed to handle | facturers of equipment and supplies for industry, and their advertising agencies. 
align he advertising of Hydro-Line ° 
mpany, ee . . . . . . . . . . . . 
‘ itg. Company, manufacturer of Advertising in the two publications is sold in combination, insertions in one contributing 
nyaraulic an alr cylinaers, an 4 ‘ 
——"W. F. & John Barnes Company, to frequency discounts in the other. Together, they provide the largest manufacturer 
yrocess equipmen lvision, maker . x 4 
t special machinery for the food and agency circulation available, at the lowest cost per thousand. 


rocessing industry. Both ac- 
‘counts are in Rockford, Ill. 


The Market Data Book, published in two editions — one concerned with industrial and 

| trade markets, and the other with consumer markets — rounds out facilities which make 
Ns ‘@) T Y p E | it possible to reach every segment of activities which deal with the mass sale of goods 
4 . iliaalas alliemae or services. Through the Market Data Book, media can get their stories across when 
markets are being studied, before media are being considered. 


Through this four part "package", Advertising Publications, Inc. offers advertisers the 
most complete, lowest cost coverage of the entire advertising and marketing field. 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 


automatically aligned when 


set into Fototype composing 


stick. No metal type, no 


messy ink, no impressions 


ADVERTISING PUBLICATIONS, INC. 


PUBLISHER OF ADVERTISING AGE + INDUSTRIAL MARKETING +« THE MARKET DATA BOOK 


'o pull. Over 75 popular 
'ypes to select from, each 


packed in a compact, refill- @ 4 


able leatherette case. 


Zz 


ew 24 -Page 
Catalog 


THE LARGEST PUBLISHING HOUSE SERVING THE ADVERTISING AND MARKETING FIELD 


100 E. OHIO ST., CHICAGO 11; RUSS BLDG., SAN FRANCISCO 4; GARFIELD BLDG., LOS ANGELES 14; 330 W. 42nd ST., NEW YORK 18 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 
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That’s a fact... the GLOBE-DEMOCRAT 


covers the entire St. Louis market effectively. 


Besides blanketing the City, where 2,371 
Grocery Stores sell to 816,000 people, the 
GLOBE also covers the outskirts, where 4,616 


grocers have 2,330,000 customers. 


No other daily even claims to take your 
advertising to St. Louis and 87 surrounding 
counties in Eastern Missouri and Southern 
Illinois (the 49th State)... with 50% family 


coverage in 274 busy towns. 


Not only that! GLOBE-DEMOCRAT advertisers 
have the additional advantage of knowing 
how their products (and their competitors’ 
products) are selling. The GLOBE-DEMOCRAT 
continuous Food Store Inventory keeps tab 
on all the movement of merchandise in 


the market. 
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St.Louis Globe-Democrat 
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Ww... 


the Creative Wan Corner 


Americans are born window shoppers 

which wise merchants well know. 

Not all advertisers seem to know it, 
owever. Instead of putting their mer- 
handise out for inspection, all too often 
hey give over the main portion of the 
pace they pay hard-earned cash for to 
somebody’s conception of a fine piece of 
art work. 

Yet, where merchandise must be sold 
—in, for example, a syndicate store— 


nothing succeeds so well as a fulsome , 


display of it. 

This Firestone ad may offend a lot of 
practitioners who like their layouts clean, 
their copy clever and their illustrations 
completely uncluttered. But it’s a pretty 
safe bet that the people who see it won’t 
worry about fine points of either 
rhetoric or design. They might even wel- 
come—if they should, by some odd 
chance, be conscious of advertising copy 
—the straightforward honest story of 
merchandise available and where to buy 
it, and they certainly will have their 
acquisitive instinct aroused by the array 
of things to be had. 

The Corner is vastly cheered by this 
ad. It is reassuring to come across an 


You Ought toKuow . 


Having made his mark during the past 
10 years as director of advertising and 
public relations for the Hecht Company, 
Washington—a job involving direction of 
a 5,000,000-line newspaper account—Bert 
M. Sarazen recently 
formed his own or- 
ganization to produce 
and syndicate depart- 
ment store advertis- 
ing. 

His headquarters, a 
four-story converted 
Thomas Circle home, 
already holds a staff 
of 20 technicians, many 
of them Sarazen as- 
sociates for nearly a 
decade. More like 


Bert M. Sarazen 
Madison Ave. than Washington, its pastels 


and modernistic furnishings hint of 
something new and impressive in the 
making. 

Short, a chain smoker, and at 47 the 

winner of almost every retail advertising 
award worth mentioning, Sarazen delib- 
erately incorporated showmanship in his 
urnishings. “If we can’t advertise our 
wn business,” says he, “how can we 
rofess to advertise the businesses of 
thers?” 
Another facet of this new venture 
hich warrants attention is its relation- 
ip with the activities of Robert Nathan, 
>» young government economist whose 
nking came powerfully to bear on 
rtime production and economic stabi- 
ition. 

Sarazen’s headquarters stands immedi- 

ly next to the building where Nathan 

| 34 other economists are busy making 
cial economic studies for businesses 

i labor unions. And Nathan is active 

a vice-president of Bert M. Sarazen, 


According to Sarazen, the answer is in 
firm’s determination to have facts to 
Sstantiate its merchandising advice. 
razen notes that art specialists ordi- 
tily spend years studying people. He 
iplains that someone with 12 months 


SAVE TIME AND SAVE 
MONEY BY ONE-STOP 
SHOPPING AT FIRESTONE 


advertiser who apparently isn’t ashamed 
to expose himself as a patron of no other 
art than that of salesmanship. 


e e Bert M. Sarazen 


of experience, called a “copywriter,” is 
allowed to sit at a typewriter pounding 
out ads. 

His ideas are set down in a little book, 
“Delusions in Advertising,” which he has 
written and had published by Progress 
Press, Washington. There he says, “We 
must not palm ourselves off on business 
and industry as sages, prophets, magi- 
cians or crystal gazers ... but as sound 
students of our profession ... and if we 
lack a bit of mathematics or higher cal- 
culus . . perhaps we can more than 
make up for it in our ereative processes.” 

Being an intense, creative person, he 
likes to break away for some strenu- 
ous deep sea fishing. He boasts of the 
fact that he and Elf (Mrs. Sarazen) 
landed nine sailfish in a single day off 
the Florida coast just prior to the war— 
and he has pictures taken with one of his 
own cameras to prove it. 

From the University of Texas, Bert 
Sarazen started immediately after World 
War I as a reporter with the Scripps- 
McRea newspapers in his native Texas. 
At 20, he was in Pittsburgh as news edi- 
tor of the Pittsburgh Leader. 

To bolster his income so that he and 
Elf could marry, he tinkered with the 
fledgling film industry. One of his 
achievements as part-time film publicity 
representative was a parade through the 
heart of Pittsburgh proclaiming the com- 
ing of ‘‘Passion,” the first Pola Negri pic- 
ture edited by First National from Ger- 
man film. 

During the next years in New York as 
a free lance publicity 


writer, he was 
building the fame of such early film 
favorites as Mary Pickford, Charles 


Chaplin and Douglas Fairbanks Sr. In 
1926, he returned to Pittsburgh as adver- 
tising manager and later public relations 
director of one of the city’s largest de- 
partment stores. 

Having absorbed the romance of de- 
partment store merchandising, he trans- 
ferred in 1937 to the Hecht Company, to 
handle one of the largest newspaper ac- 
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counts in the country. Even in war 
years Hecht advertising shrunk only 
fractionally, for large percentages of it 
were converted to the public service 
campaigns of the Treasury, Red Cross 
and other agencies. 

As one of the key figures in mobilizing 
retail advertising behind the war effort, 
Bert Sarazen came in contact with the 
great and near great of government and 
business. Their tributes to his energy 
and drive are expressed on the literally 
hundreds of autographed portraits which 
cover the walls of the Thomas Circle 
headquarters. 

Bob Nathan was one of those whom 
Sarazen came to know during the war. 
The former deputy director of the Office 
of War Mobilization, and the retail ad- 
vertising expert with a broad approach 
to public relations became fast personal 
friends, then fishing companions, finally 
business associates. 

Bring up those controversial reports 
which Nathan prepared for the CIO and 
the United Steel workers and Sarazen 
snaps to his partner’s defense. “Anyone 
who has read these reports in full will 
agree that Bob was right,” he declares. 
“From President Truman down, they 
agree now that the country needs higher 
wages and lower prices.” 

Sarazen achieved recognition for a 
public relations program that extended 
into every phase of store operation from 
advertising and window trimming to em- 
ploye relations, credit and adjustments. 
His new organization will not place ads 
itself, but will develop institutional copy 
keyed to broad merchandising areas. It 
looks for clients in 50 different cities. 

The Sarazen ads are to be interspersed 
with copy written by the store’s own ad- 
vertising department localizing and par- 
ticularizing the theme. The value to 
each store will depend entirely on the 
amount of intelligence, imagination, mer- 
chandising skill, guts—and money that 
are put behind the merchandising pro- 
gram, Sarazen says. 

A typical Sarazen creation, now in 
preparation, is a back-to-school series 
called “the Pageant of Persuasive Pro- 
fessors.” From generous, appealing cari- 
catures, heavy with human interest ap- 
peal, the eye is led to an institutional 
text which quickly brings attention to 
school fashions available at the varsity 
shop, the junior miss department, or 
some other part of the sponsoring store. 

The series is carefully planned so that, 
supported with the store’s own advertis- 
ing, it covers during August all the 
major departments which make up the 
store. 

For this, and for other Sarazen crea- 
tions—a series on shoes, to take a hy- 
pothetical case — Nathan’s organization 
does the fact-finding with a view to 
establishing supply and consumer market 
probabilities. If a job were attempted 
for the shoe department, Nathan would 
first estimate future shoe supplies, even 
back to the outlook in raw materials, so 
that Sarazen’s clients will be buying a 
series adapted to the merchandising 
problem of the moment the series is to 
run. 

Currently, Sarazen ads are inclined to 
feature blow-ups of babies. Not only be- 
cause babies have solid human interest 
appeal, but because at the moment Sara- 
zen is in a dither about Mike Ney, Sara- 
zen grandson No. 1, age 11 weeks. 

There was a special ceremony in the 
executives’ dining room at Sarazen’s of- 
fice a few days ago, so that Bobo New- 
som, pitcher for the Washington Senators, 
could present young Mike with a glove 
used in the 1940 world series. 

Mike’s granddad accepted the gift for 
the youngster—who was absent, and an- 
nounced that he and Joseph McKeone, 
general manager of Stetson, would award 
25 hand-built Stetsons to 25 “outstand- 
ing” Washington players. 

Luncheon guests included Arch Mc- 
Donald, who broadcasts the games played 


by the Senators, and Shirley Povich, 
sports editor of the Washington Post. 
Also Bob Nathan and Ralph Strauss, 
vice-president of Macy’s. 

In his book “Delusions in Advertis- 
ing,’ Sarazen roars against “the woeful 
lack of courtesy, good sense, politeness 
and diplomacy” in advertising copy, par- 
ticularly copy for cigarets, drugs, sani- 
tary goods, soap, pills and fountain pens. 

He finds many advertising writers “in- 
sensible to such mundane characteristics 
as politeness, courtesy and tact.” As to 
cigaret advertising, he writes, “I strongly 
recommend more irritation in the cigar- 
ets and less in the advertising.” His pet 
peeve is copy for sanitary goods. “You 
read about tapered ends, the deoderant 
built in, telltale bulges, and almost every- 
thing in the world except where to put 
it,” he says. 

Turning to drug ads, he warns, “the 
technique of frightening people into buy- 
ing goods will wear off with constant 
use.” As it is, “sales can be maintained 
only by resorting to greater dosages— 
more exaggeration, more lies, more bally- 
hoo, until you reach and overtake all 
limits of exaggeration and decency.” 

Not that he opposes forceful advertis- 
ing. He thinks advertising without con- 
tinuity is “expensive, dangerous and 
damned unproductive.” But, he- insists, 
“good advertising is not built to sell 
goods, but to help people buy goods. 

“Getting a day’s business through an 
ad is only good when it leads to business 
throughout the year. 

“Unless the ads give a store a good 
reputation after the goods are sold, the 
store would be better off to fire the ad- 
vertising man, close up the store and quit 
advertising.” 

At another point, he says: “If the con- 
sumer to whom we advertise and the 
consumer we meet when he comes to buy 
are one and the same person, then either 
the way we talk to him-in person or the 
way we talk to him in print is crazy. 

“They can’t both be right because they 
are utterly different.” 

To him the department store is more 
than a way of earning a living. With 
only a little encouragement, he will note 
that the manager of a large store is re- 
sponsible for the activities of more peo- 
ple than the mayors of half the cities in 
the United States. He’ll go on to point 
out that everything conceivable happens 
in the department store—from babies be- 
ing born, to people dying. 

His approach to a store’s public rela- 
tions is keyed to the belief that publicity 
is more than a medium for increasing to- 
morrow’s business. He sees it as “the 
medium through which business can 
show it is serving the public.” 

“Behind the store’s advertising,” Sara- 
zen says, “there must be service—there 
must be public consciousness—there must 
be honest, efficient performance. The 
community we serve is the same com- 
munity from which our profits are made, 
and if we think the community doesn’t 
know it, we are badly mistaken.” 

Emphatically, his copy is prepared with 
a consciousness that success in advertis- 
ing depends on the ability ‘to take an 
idea out of one brain and put it in other 
brains so clearly and forcefully as to 
bring about a definite physical action.”’ 

He recognizes that this must be done 
against such odds as human inertia; the 
normal aversion to parting with even 
small sums of money; a universal im- 
pulse to resist anything that is new or 
different. 

In striving to produce action, he has 
three aims: (1) To arouse emotion; (2) 
to upset habit; (3) to stimulate rational- 
ization. 

3ut this selling, he is constantly aware, 
must be accompanied with a determined 
effort to tell the story of how the store 
is fulfilling its civic responsibilities—the 
story of improved distribution, finer serv- 
ices, better standards of business prac- 
tice, and relations with employes. 
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| $3,798,368, up 20.1%; household| pany, sales manager of Lehn & 9° ti at 
| | | equipment, up 24%; “household| Fink, vice-president of Charles peter 
} ; : stores.” $4 886.100 up 10.6%; Dallas Reach Company, and di- $500,00 
| : | toilet. goods $6 464.036. ° down | Tector_of research of Joseph Rich- On t 
| FRANK LETTER Be ling tein “airerss Compan OT Pane 
| : | 813,040, up 21.5%; clothing, $3,- pi tee. 
. | 645,416, up 21%, and radio and Peller Names Reynolds gee 
| | music, $1,227,240, up 28.6%. Peller Brewing Company, 7 were, 
Vee ae ilton, Ont., has name . W. 
| TO. T H E D R U GG | Ss TS 0 F Cc A N A D A : - ' |Reynolds & Co., Toronto, to Some 
| | } I. Two Join Wallace Davis handle its advertising. deal 
| George L. Bradley, formerly ex- paper 
; /ecutive assistant to the president reporte 
* N P bl ° l of Fred Dexter & Staff, Houston, quanten.y tottnurbéh 
aa 'has joined Wallace Davis & Co., oa 
YOM a ewspaper Uu 1S er Houston, as design consultant. RATE & DATA a 
George F. Millard, assistant to the | GUIDE oan #1 
manager of the Sam Ross McEl- | Los At 
reath  Electrotype Company’s| , by pay 
eee a ee ae ee ee Lee eee oe | Houston plant, has been named | Mailed for the asking increas 
, 1 production manager of the Davis | ba contint 
l : | |} agency. National Advertisers 
‘ , : ne ear ee ae and 
) " "! AM A PUBLISHER... of druggists have a_ back-wood’s notion i ee ve Walt 
| about the value of display ... in windows 1 To ce sername Corpor 
I Pe ae é ‘Ss ; a { Master-Crafts ewellers Ltd., | “ . Teller 
' I get letters aplenty, but this time aa and on counters. I found out that just \ | Montreal, has been named exclu-| Controlled - Circulation dite 
i writing one, and I mean every word I write. dozens of druggists have long since for- i |sive importer and_ distributor in | N fA rica inc that h 
| Not long ago I learned that only 50% of gotten the value of selling related merchan- | Canada of the Fleurier Watch | ewspapers 0 me ’ “Ba site 
PRAY ; i Company, Switzerland, manufac-| 4953 Eset Gard St. Cleveland 14, Ohio 
1 Canada’s Independent drug stores gross dise. I found out that plenty of druggists , turer of Arcadia, Tell and Nomad | ‘ . a 
rancr 
| over $20,000 annually. That’s terrible. So don’t recognize the sales value of the four l | watches. . a 
| I looked for reasons why the finest type of seasons of the year. I found out that darn 1 ° e gill t 
: retail merchants this country has should not few druggists ever hook up their sales ; a 
} get a bigger slice of the buyers’ dollar. I efforts to the millions of dollars of advertis- \ | ont 
| found out a lot of things that amazed me. ing running in newspapers all across this 1 | 
| ; I found out for instance that plenty of country, day in and day out, for years on | Tex 
i druggists are ‘out-of-stock’ right now of end. Altogether I found out that during | in thé 
one a 
| ! some of the best selling merchandise in the past six or seven years the druggists Right 
: Canada .. . merchandise that is NOT in have slipped aplenty in making use of the i | battin 
i short supply. I found out, too, that plenty powerful sales weapons they have.” l | , : 7 lustils 
\ . \ urvivors of the Chicago Artists tion, 
Dallas 
TASS + RRs ae oe RA A eee, TE esti 
Guild’s first 1947 golf meet May 24... — 
| Au the facts related above were uncovered in a country-wide unofficially known as Operation Earmuft— 
test made by the Canadian Daily Newspapers Association. This | 
test, embraced 100 druggists who agreed for a period of two weeks are hereby advised that the Nordic Hills 
to promote related merchandise; to match their windows to cur- 
rent newspaper advertising; and to keep a check on sales and Country Club course has since been heated 
stock. Despite the fact that many druggists “ran short” of goods, 
the average increase in business of the stores in the test exceeded ; ca 
- ; ; ; and is now as comfortable as your living 
25 per cent. Mr. Druggist, we are all entering a competitive era. 
Not one of us today can afford to pass up any method or means / 
: bs room. We'll be out there swinging again 
whereby our selling and merchandising can be stepped up and 
speeded up! Today ... not tomorrow ... ask your own daily 
newspaper to give you full facts about its “merchandising adver- in the second CAG tourney June 21. 
tising” plan and write for manual “The Man who gummed up the 
Works’. Remember, when you miss sales you are slapping cus- 
tomers in the face. Slap ‘em in the pocketbook. You can do it! ‘ 
u 
s 
- 
COMMONS 1 
CANADIAN ASSOCIATION 
PHOTO ENGRAVINGS OF QUALITY 
I. H. MACDONALD, GENERAL MANAGER 
902 EXCELSIOR LIFE BUILDING 547 SOUTH CLARK STREET, CHICAGO * WABASH 6 
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ation 


a, Inc. 
d 14, Ohie 


Aided primarily by a $3,000,000 | showed Dallas practically breath- 


campaign, American 
Company, for 


ewspaper 
ohacco 


ie list of advertisers (AA, M 
9) which spent $1,000,000 

ore in major newspapers, maga- 
nes, network radio and farm 


Due chiefly to rate increases, its 


be a bit larger than the estimated | Dallas showed striking gains only | 
;10,000,000 for 1946. The 10-week | by suddenly including a couple of | , The 
populous suburbs in the corporate | 
population figures. 

It will take a population census, | 
obviously, to really settle the mat- 


wspaper campaign is being re- 
ated this summer, with inser- 
ys slightly smaller than last 
year. Three more magazines are 
on its list than a year ago. A 


ing down Houston’s neck in the | Baldwin Ward. on the Fortune| 


staff in’ Boston, has been named | 

| Pacific Coast representative, with | é 

headquarters in Los Angeles. He 

succeeds Ed T. Thomson, who has | 
joined Roy M. McDonald, San} AGRICULTU RAL TEACHERS 


Francisco and Los Angeles pub- 
lishers’ representative. 


Lucky | population race, and a cinch for | 
trike, rose from 34th to 18th in grst place by 1950. The AP car- 
4Y |ried the story out of Dallas, and 
spokesmen have been 
speaking plenty since, as well as 


lications combined in 1946. | registering a good healthy kick | 
with the AP. Houston is still first | 


venditure for 1947 probably will | by a wide margin, they say, and 


| 
or | Houston 


* 


Bureau 


oS 


Ward Moves to Coast | 


Issues New Edition 

of Advertising, 
American Newspaper Publishers 
Association, has released a new 
edition of the Bureau’s booklet 
“Services Available to Advertisers | 
and Advertising Agencies.” | 


;ter. The only thing a non-Texan | 
‘can add, and be sure of, is that 
|both Houston and Dallas are sur- 
prisingly big places. 


* 


Reach 


COUNTY 


EXTENSION LEADERS 


Wse 
Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


ness magazine. 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 


CCA Circulation— 17,000 


six-week spot radio campaign on 
about 900 stations this spring is 
estimated to have cost about 
$500,000. 

On the other hand, the recent 
switch of the Hit Parade from 
CBS (45 minutes) to NBC (30 
minutes) “saved” a quarter-hour 
weekly of network radio time. 

* * * 


Some newspapers which have 
signed for the American News- 
paper Advertising Network are 
reported as having not yet con- 
tributed any money toward its | 
operations. Among these are the | 
San Francisco Chronicle and the 
Los Angeles Times. Still affected 
by paper shortage, coupled with 
increased circulation, the Times 
continues to ration advertisers. 

mb 2s 

Walter Hoving, whose Hoving 
Corporation controls the Bonwit | 
Teller organization, admitted can- | 
didly on a visit to Houston June 6 
that he is interested in obtaining 
a site for a Houston Bonwit-Teller 
store, and also announced that a 
branch will be opened in Boston 
in September, and a new store 
will be constructed in Chicago. 
Bonwit-Teller stores now exist in 
New York, White Plains, and 
Palm Beach. 

co a oh 

Texans all love Texas, but even 
in that fabulous state not every 
one always loves every one else. 
Right now Houston and Dallas are 
batting each other over the head 
lustily on the subject of popula- 
tion, a condition brought on by a 
Dallas Chamber of Commerce | 
estimate of population which | 
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} production, eee cane 
» ...for forty-five years. 
CHICAGO SHOW 
PRINTING CO. 


U.S.Steel (Carnegie-IllinoisSteel Corp.) 
Batten, Barton, Durstine & Osborn, Inc. 
R. G. LeTourneau, Inc. 
Arnold Andrews 
E. I. du Pont de Nemours & Co., Inc. 
Batten, Barton, Durstine & Osborn, Inc. 
Pittsburgh Plate Glass Company 
Batten, Barton, Durstine & Osborn, Inc. 
Council on Candy of the 
National Confectioners’ Assn. 
Leo Burnett Company, Inc. 
G-M Laboratories, Inc. 
George H. Hartman Company 


Waldes-Kohinoor, Inc. 


Grey Advertising Agency 


Jantzen Knitting Mills 


Botsford, Constantine & Gardner 
Blue Bell, Inc. 

Howard H. Monk and Associates 
Westinghouse Electric Corporation, 
Lamp Division 
Fuller & Smith & Ross, Inc. 

The Hoover Company 
Leo Burnett Company, Inc. 

Cast Iron Pipe Research Association 
Alley & Richards, Inc. 
Cooperative Wire Rope Manufacturers 
Reincke, Meyer & Finn 
Eastman Kodak Company (2 Awards) 
J. Walter Thompson Company 
The Studebaker Corporation 
Roche, Williams & Cleary, Inc. 


very close. 


ERS! 


ABP is proud to announce the 42 
outstanding campaigns in its 
5th annual business paper competition 


fe ALL OF YOU who made this competition one of the 
most important advertising events of the year, ABP 
expresses the appreciation of its member publications. 


This year’s judging was both difficult and gratifying. 
Gratifying, because of the record number of entries 
—912 altogether, with a total of 2,736 individual 
advertisements. Difficult, because the excellence of so 
many of these entries made the final selections 


Opinions may differ regarding these selections. But 
if the competition has helped to advance the cause of 
more effective business paper advertising, it has ful- 


filled its purpose in helping all of us to do a better job. 


THE ASSOCIATED BUSINESS PAPERS 


205 EAST 42nd STREET 
NEW YORK 17, NEW YORK 


Universal C.1.T. Credit Corporation 
Fuller & Smith & Ross, Inc 
Modine Manufacturing Company 
Klau-Van Pietersom-Dunlap Associates, Inc 
Johns-Manville Corporation 
J. Walter Thompson Company 
Aluminum Company of America 
Fuller & Smith & Ross, Inc. 
Kinetic Chemicals, Inc. 
Batten, Barton, Durstine & Osborn, Inc 
General Electric Company 
G. M. Basford Company 
George Gorton Machine Company 
The Cramer-Krasselt Co 
Kearney & Trecker Corporation 
Klau-Van Pietersom-Dunlap Associates, Inc. 
Koehring Company 
Andrews Agency 
Sunnen Products Company 
Oakleigh R. French and Associates 
Bundy Tubing Company 
Brooke. Smith, French & Dorrance, Inc. 
General Electric Company, 
Chemical Dept. 

Benton & Bowles, Inc. 


The Parker Appliance Company 
Fuller & Smith & Ross, Inc 
National Adhesives 
G. M. Basford Company 


The B. F. Goodrich Company 
The Griswold-Eshleman Co 


Armstrong Cork Company (2 Awards 


Batten, Barton, Durstine & Osborn, In 
International Nickel Company, Inc. 
Marschalk and Pratt Company 
Air Reduction Corporation 
G. M. Basford Company 
Jenkins Brothers 
Horton-Noyes Company 
Cellucotton Products Company 
Foote, Cone & Belding 
Sandoz Chemical Works, Inc 
James Thomas Chirurg Co Tn 
Celanese Plastics Corporation 
2 Awards) 

J. T. Ellington & Co. 
Chicago Bridge & Iron Company 
Russell T. Gray, Ir 
Wade Manufacturing Company 
Technograph, Tne 


ie te 
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Federal Reserve 
Foresees Durables 
Tapering Off 


(Continued from Page 1) 
postponing purchases, especially 
automobiles, durables and cloth- 
ing, until a more favorable price 
situation develops. 

Another third told the experts 
from the Survey Research Center 
of the University of Michigan, 
who conducted the study, that 
they were following a course of 
economy because of high prices. 


Prices Are Big Factor 


Dissatisfaction with the price 
level and expectations of price 
reductions unsettled demand for 
housing and most durables. The 
market for such items as refrig- 


erators, furniture, radios, wash-| 


ing machines and certain other 
articles was down from 25 to 
20% of the carefully selected 
sample who were interviewed. 
Resistance was more evident in 
housing, where researchers report 


fewer persons planning to buy. 


than either planned to buy or 
bought in 1946. 

The interviewers found that 
last year people bought fewer re- 
frigerators and washing machines 
than they had intended to and 
about the same number of radios, 
while many more bought furni- 
ture than had planned to do so 
at the beginning of the year. 


Appliances May Sell 


These refrigerators and wash- 
ing machines, which were not 
available last year, may still be 
sold, the survey suggested. It also 
hinted that “again in 1947 there 
may be a great many furniture 
buyers who, at the beginning of 
the year, did not anticipate their 
needs.” 

There were 8.4 to 11 million 
prospective purchasers of various 
appliances and durables, compared 
with 11.8 to 14.4 million prospects 
a year before, and 13.1 million ac- 
tual purchasers in 1946. 

The $2.6 to $3.4 billion of pro- 
posed expenditures for durables 
is down from the $3.8 to $4.6 bil- 
lion projected in 1946 and $4.1 
billion actually spent. 

Of 3.1 to 3.9 million who had 
hoped to buy houses last year, 
2.7 million made purchases, the 
report shows. For 1947 it is esti- 


mated that there are 2.1 to 3.2/| 
million interested in housing, 1,- | 


000,000 of them in new houses. 

The survey finds that lower in- 
come families almost completely 
withdrew from the housing mar- 
ket, and that spending units with 
incomes of $5,000 or more are not 
buying in proportion to their 1946 
performance. 

Of the 1,000,000 interested in 
new homes, half are veterans. The 
average buyer remaining in the 
housing market is willing to pay 
$6,300, 25% more than the aver- 
age a year ago. No more than a 
quarter of them would spend over 
$10,000. 


Demand for Autos High 

Whatever buyer resistance there 
may be for appliances and houses, 
the survey shows an immediate 
demand for 4,000,000 cars, more 
than will be built in 1947, and a 
market equal to a year ago, when 
a similar study was conducted for 
the board by the same experts, 
who were then employes of the 
Bureau of Agricultural Economics. 

The survey also showed that the 
1946 study had badly underesti- 
mated the market for used cars. 
Sales were triple the anticipated 
figure, partially because of a shift 
of buyers who were unable to get 
new cars, and partially as a result 
of sudden decisions dictated by 


Promise and 


Performance 


Consumer intentions to buy in 1946 and 1947 and actual purchases 
in 1946, according to the Federal Reserve Board. 


Estimated No. Estimated 
% of Spending Total 
Spending Units Average Expended 
| AUTOMOBILES Units (millions) price (billions) 
Total purchases planned, 1946 9.6-12.2 4.4- 5.6 $1,100 $4.8- 6.2 
BOUT: 4.2 5 sie Rag bbe Gas Cae + oo 7.4- 9.3 3.4- 4.3 ee. Caine en 
LO Pr Cor ry rT eke Tee ee 2.2- 2.9 1.0- 1.3 Th wien Cor 
Total actual purchases, 1946. 10.6 5.0 920 4.6 
eee Bee ny Pare eee 3.3 1.5 1,620 2.3 
See ea eee 7.4 3.5 630 2.3 
Total purchases planned, 1947 10.0-13.4 4.6- 6.2 1,300 6.0- 8.1 
MEE, 6 Gd ks OLED «a a se Bis 7.3- 9.7 3.4- 4.5 1,540 5.2- 7.0 
TT ORL eee a ee eee a 2.7- 3.7 1.2- 1.7 650 0.8- 1.1 
OTHER SELECTED CONSUMER DURABLES 
Purchases planned, 1946..... 25.7-31.3 11.8-14.4 320 3.8- 4.6 
Actual purchases, 1946...... 28.3 13.1 310 4.1 
Purchases planned, 1947..... 18.1-23.8 8.4-11.0 310 2.6- 3.4 
HOUSES 
Purchases planned, 1946..... 7.5- 9.3 3.1- 3.9 5,020 15.6-19.3 
| Actual purchases, 1946...... 6.5 2.7 5,390 14.5 
| Purchases planned, 1947..... 5.0- 7.5 2.1- 3.2 6,310 13.3-20.2 


breakdowns, accidents and other 
unanticipated events. 

Plans of 1947 buyers reflect 
their adjustment to new price 
levels. A year ago the average 
|potential buyer expected te pay 
$1,100 for his new car; now he 
is expecting to pay $1,540. The 
average home buyer expected to 
‘pay $5,020 in 1946; his average 


/now is $6,310. 
Investors Are Wary 


One of the danger signals shown 
|by the report is contained in the 
| findings on individual investment 
|plans. Large holders of liquid 
|assets, those with over $5,000 in 
|government bonds and bank ac- 
‘counts, are shying from invest- 
'ments of shifting value, such as 
stocks and real estate. 
| While 16% of the holders of 
substantial assets preferred real 
/estate as a form of investment at 
the beginning of 1946, unfavor- 
|able reaction to high real estate 
| prices reduced their ranks to 8% 
in 1947. The percentage favoring 
|/bank deposits increased substan- 
tially, while those using govern- 


Dr. George Katona and Mrs. 
Eleanor E. MacCoby, former 
BAE experts now with Miehigan. 


Other Articles to Follow 


The article on “Expenditures 
for.Consumer Durable Goods and 
Investments,” in the June Federal 
Reserve Bulletin, was prepared by 
Duncan Holthausen, of the board’s 
division of research and statistics. 
It is to be followed by other ar- 
| ticles on consumer income, sav- 
ings and liquid asset holdings. 
| The survey shows that con- 
/sumer credit was largely kept in 
reserve during the heavy 1946 
spending. Of the total spent for 
durables that year, less than a 
fifth was borrowed and about a 
third was drawn from previously 
accumulated liquid assets; trade- 
in allowances and current in- 
come accounted for the rest. 

Moreover, the survey predicts 
that consumer credit will prob- 
ably remain below prewar use 
| relative to volume during 1947. 
|About 55% of the prospective 
| auto buyers—the same as in 1946 
| —expect to use cash. While more 


Philip Morris 
Sales Decline 
as ‘Big 3’ Gain 

New YorK—Net sales of Philip 
Morris & Co. for the fiscal year 
ended March 31 declined to $170,- 
906,000, from $178,686,000 the year 
before, and from the all-time peak 
of $185,299,000 in the “1944” year 
ended March 31, 1945, the com- 
pany points out in its annual 
pamphlet report to stockholders. 

The report features a 10-year 
comparison — 1937-1946, inclusive 
—of sales, operating costs, capital 
structure and asset position of 
Philip Morris with its four major 
competitors combined: American 
Tobacco, Liggett & Myers, P. 
Lorillard, and R. J. Reynolds. To- 
bacco’s sixth major factor, Brown 
& Williamson, does not issue an 
annual report. 

In 1937 Philip Morris sales were 
$55,613,000, as compared with a 
total of $864,056,000 for the four 
competitors. When the four to- 
gether—the figures for which are 
| all on a calendar year basis— 
‘reached $1,045,506,000, Philip 
|Morris sales had more than 
‘doubled to $112,565,000. In 1944 
|PM’s $185,299,000 compared with 
| $1,419,195,000 for the others. But 
| in 1946, while PM’s sales were de- 
clining nearly $15,000,000 in the 


two-year period, the others had 
risen to $1,965,829,000. 


Gives Earnings Picture 


PM’s after-taxes net income in 
the current fiscal year was $5,- 
|409,085, as compared with $4,- 
| 497,694 for the year before. 

Whereas this company’s net in- 
|come (after taxes) as per cent of 
'net sales declined rather steadily 
|from 20.88% in 1937 to 5.78% in 


'ment bonds decreased somewhat.|cOnsumer durables may be sold | 1946, the four other companies’ 


A second danger signal shows 
up in the further concentration of 
individual holdings of government 
securities and bank accounts, al- 
ready highly concentrated. (The 
1946 study showed 60% in the 
hands of 10% of the savers.) 

While there was a net gain of 
$8 billions in individual holdings, 
the two-fifths with gains were 
largely in the upper’ income 
_brackets, and the two-fifths who 
|had fewer assets were in the 
'lower brackets. 


Dig Deep for Living 


Some 33% of the $10 billion 
in 1946 assets which were used 
|went for living expenses and 
emergencies, largely by people in 
lower income brackets. About a 
fourth of those who dug _ into 
savings during the year used all 
they had; another’ three-fifths 
used 25 to 99% of all they had. 
The remaining fifth used less than 
25%. 

With modest restraint, the ex- 
perts reported: “The total num- 
ber of spending units actually 
buying consumer durable goods 
and houses in 1946, as estimated 
from this year’s survey, was 
closely similar to the number that 
in last year’s survey indicated in- 
tention to make such purchases.” 

This testified to a triumph for 
the system of area sampling and 
expert interviewing developed by 
Dr. Rensis Lickert and the staff 
of the division of program sur- 
veys of the Bureau of Agricul- 
tural Economics, most of whom 
transferred last October to the 
University of Michigan. (AA, 
Sept. 23, 1946.) 

Dr. Lickert 


and Dr. Angus 
Campbell, his assistant, were in 
charge of the original consumer 
finances study at BAE a year ago, 
and again this year at Michigan. 
Actual planning and supervision 
of the interviews, editing, tabula- 
tions and reporting rested with 


'on credit, the survey indicated 
that 1946 credit sales of durables 
were below expectations. 


Composition of Auto Market 


The report shows that the auto- 
mobile market falls chiefly in the 
| $1,000 to $5,000 income bracket. 
| The 17% who have incomes below 
'$1,000 include only 3% of the 
/people who bought cars and only 
|1% of the amount spent. The 
110% 
‘the money for 18% of the cars. 

On the whole, the survey found 
ithat within each income group 
|the proportion of spending units 
| purchasing selected consumer dur- 
|able goods during 1946 corre- 
|sponded to the proportion con- 


| 


| templating purchases at the be-| 


| ginning of the year. 

| It found the $2,000 to $5,000 
‘income. classes accounting for 
| three-fifths of the dollar volume 
‘of expenditures for selected dur- 
ables other than automobiles, and 
those over $5,000 accounting for 
another quarter. 

The fifth in the $1,000 to $1,999 
income class contributed only a 
tenth of the total money spent. 
Those under $1,000 accounted for 
only a fraction of sales. 


Adclub Elects Fawcett 


Harwood Hoyt Fawcett, news- 
paper representative and holder 
of the San Diego transit adver- 
tising franchise, has been elected 
president of the San Diego Adver- 
tising & Sales Club. Marion R. 
Harris, radio station manager, is 
the new vice-president, and Orion 
E. Nobles, music store advertising 
director, has been reelected sec- 
retary-treasurer. 


Hahn Appoints Foley 


Joseph T. Foley, advertising 
manager of Tivoli Brewing Com- 
pany for the past four years, has 
been appointed an account execu- 
tive of Marvin Hahn Advertising 
Agency, Detroit. 


above $5,000 spent 28% of 


,combined net income declined 
‘only from 17.38% to 8.60% of net 
‘sales in this period. PM’s net in- 


|come as percentage of net worth | 


declined from 34.25% to 7.12%, 
|while the four others’ combined 
‘dipped only from 14.14% to 
| 11.68%. 

On the other hand, PM’s net 


tangible assets per $1,000 of debt | 
on March 31 last were $3,191, or | 


/twice as much as the $1,939 aver- 
age of the other four, and its net 
current assets per $1,000 of debt 
were $2,956, as against $1,774 for 
the others. 


‘Big Three’ Strengthened 


The postwar return of “free 
|competition” to the cigaret busi- 
ness, and the greater availability 
of supplies, apparently has 
|strengthened the long-entrenched 
Big Three—American, Reynolds 
and Liggett & Myers—at the ex- 
pense of Philip Morris, Lorillard, 
Brown & Williamson and _ the 
smaller producers, including the 
“war babies.” 

As reported by AA, May 19, in 
a summary of advertiser expendi- 
tures in daily newspapers, maga- 
zines, network radio time and na- 


tional farm papers, American and | 


Reynolds expanded advertising 


sharply last year, and Lorillard | 
increased slightly, while Liggett & | 


Myers, Philip Morris and Brown 
& Williamson reduced advertising. 

American Tobacco’s sales rose 
from $557.5 million in 1945 to 
$764.2 million in 1946, and Rey- 
nolds’ from $431.0 to $613.1 mil- 
lion. Liggett & Myers’ sales mean- 
while increased less, from $399.2 
to $464.5 million, and Lorillard’s 
sales declined from about $126.5 
!to $124.0 million. 


Luckies, Camels Top Heap 


American’s Lucky Strike and 
Reynolds’ Camel together are now 
reported to represent 60% of ali 
domestic cigaret sales. Business 
Week has estimated that Lucky’s 
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share rose from 25.8% in 19 jt, 
in 1946, and Camel’s | on, 
to 26.9%. Chesterfi q. 
share meanwhile gained only oy 
20.2% to 20.6%. Philip M -rjs 
was reported to have dec je, 
from 10.1 to 7.0%, and Old © ojq 
from 6.0 to 4.8%. On the © he 
hand, Pall Mall (produced }, 
American Tobacco’s affi ite. 
American Cigaret & Cigar ( m- 
pany) was credited with a vise 
from 2.8 to 3.1% of the dom stic 
total. The share of all the n jor 
Brown & Williamson bran: s— 
Raleigh, Kool and Wings— was 
said to have declined. 

In 1946, Lucky Strike’s  »ta} 
sales (domestic and export) were 
estimated at 106.5 billion unit: , or 
more than the volume of the en- 
tire industry prior to 1928. A\l- 
though American Tobacco has 
more than 100 brands of tobacco 
products, Luckies now account for 
about 95% of its entire dollar vol- 
ume. 


Expects to Hit Billion 


American Tobacco expects that 
its annua! sales soon will reach 
the $1 billion mark—and Rey- 
nolds does not plan to be left be- 
hind. 

In the year ended March 31, 
Philip Morris reports that it sold 
29 billion cigarets. The company 
recently expanded advertising, 


adding two daytime radio network 
|}shows and launching a consistent, 
| large-scale newspaper campaign. 
Its annual report shows that the 
sales force, reduced to 80 men 
during the war from a_ prewar 
total of 500, ‘has been partly re- 
stored. We now have 400 men 
serving 6,000 distributors and re- 
tailers to whom we ship directly 
in 1,000 cities and towns,” it says. 


Silex Co. Starts 
New Radio Promotion 


The Silex Company, Hartford, 
has signed up for participation in 
“Sunrise Salute,” and the “House- 
wives Protective League” in New 
York, Chicago and Los Angeles, 
in a radio campaign planned to 
include about 20 key cities from 
coast to coast. The campaign will 
feature all Silex products, with 
special emphasis on the company’s 
Lox-in glass filters. 

A stepped up advertising cam- 
paign coordinated with the radi 
promotion will include continuous 
use of full-page space in Better 
Homes & Gardens, Good House- 
|keeping, Ladies’ Home Journal, 
|The Saturday Evening Post and 
| Woman’s Home Companion. 


Three Name Makelim 


Makelim Associates, Chicago, 
|/has been appointed to handle the 


advertising of Walsh Laboratories, 


\Inc., Chicago, manufacturer of 
‘Rodan (rodent exterminatvr), 
/using newspapers, radio, maza- 
|zines, farm and trade _ publ .ca- 


| tions; Butcher Shop Foods, (hi- 
|cago, maker of canned dog f od, 
using newspapers, magazines nd 
radio; and John J. Walsh | ‘d, 
Chicago, manufacturer of ! 27, 
soap detergent. 


Promotes Melville 


Harry H. Melville, sales re re- 
sentative and assistant to the \ e- 
|president of Simmons-Board 2! 
Publishing Corporation, has 
named district sales manage 
charge of advertising sales fo 
|of the company’s transport: 
publications in the central dis’ 
with headquarters in Tern 
Tower, Cleveland. He suc 
F. H. Thompson, who, as 
president, will serve in an 
visory capacity. 


Neill to Madden-Eckel: 


Jack Neill, formerly art 1 


ager of Sterling Advert 
Agency, New York, has j¢ 
Madden-Eckels, Inc., Dallas 


art director. 


Resigns Textile Accou! 

Ayer & Gillett, Inc., Char! 
N. C., has resigned the accoul! 
South Carolina Mills, Spar 
burg, S. C. 
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Bb he Merriam A oints T Oliver, Hollywood | manager of . : 
mt am Appoints Two |r oote, Cone & Belding frat vice. |»t Louis Adwomen Elect | WLAW Names Noonan 
om Robert N. Fuller, advertising president; David Lipton, executive| May Kohler, Gardner Adver-| Matthew J. Noonan, formerly 
fi id manager of G. & C. Merriam Com- | eoordinator of advertising of Uni-| tising Company, has been elected| national advertising manager of 
yor pany. Springfield, Mass., publisher | yersal-International Pictures, sec- | president of the Women’s Adver- | the Boston Post, and recently with 
Mi ori “ the be ra po tora has|ond vice-president; Ernie Belt,|tising Club of St. Louis. Mrs. John Donnelly & Sons, has been 
©) ned an cen appointed executive vice-| national advertising manager of|Chester J. Bohn has been elected | named national sales representa- 
. president of the company. Robert Holl d Citizen-N » 
old We Yield... to the B. Johnso f er} ith Li ollLywoo ttizen-News, secre-| vice-president; Bea Carey, secre-| tive for Station WLAW, 50,000- 
© her Crystal Gazers! has 3 as PP aera A tfe, tary, and Dan Gann, promotion | tary, and Ruth Thompson, treas-| watt ABC outlet in Lawrence, 
2 ty “pert od e company as as-|manager of Western Family, | yrer. Mess 
“ o sistant advertising manager. treasurer. 
Com. Marketer: : . 
a rise keters Elect Gould WBKB Promotes Meier 
insti Bernard Gould, ates of mar- D Mei ie dati ane 
Pe ket research of the Gillette Safety | ., sor WBEK®S ‘Cha oegae Phe L | 
MN 2jor Razor Company, Boston, has been aft “on ey act a a : eerie" on Delf, 
Ac s— elected president of the American | ® od ~ e "7 & a reer 
— was Marketing Association for New | Cone! in the Army, has been 
England. Mr. Gould is also an in- named to the newly created post THE LI 0 N 5 SHARE? ? 
: total structor in sales and market re- . Bang ee ea yd Reinald 
: were |search at Boston University. uties till now handled by heinal How the American Negro spends ten billion dollars annually is a vital 
ats o Wie es ee eo ee Jr., special events di- oe 1 — . pd eo dm answer. The Resserch 
: , m eference study o e 
he en- Admen Elect Tom Lewis cael principal areas inhabited by Negroes in the U. S. This is the only study 
? : : of its kind ever conducted. Reserve your copy on your letterhead now. 
Al- | Eee sb stl: Tom Lewis, vice-president in Gets Fabric Account We serve 24 times as many Negro papers as all other representatives. 
> has 
obaceo — - oA, operations of Young & Rubicam, Harry Serwer, Inc., New York, INTERSTATE UNITED NEWSPAPERS, Inc. 
int for i has been elected president of the | has been appointed to handle the | NEW YORK @ CHICAGO e DETROIT 
wel PUSH—Washington papers have been | Hollywood Advertising Club.| advertising of the Verney Pakeics | 545 FIFTH AVENUE NEW YORK 17, N. Y. | 
. led with ads urging veto of the Taft- | Other officers elected are: C. Burt | Corporation, New York. ‘ i 
Hartley labor bill. To those whose ; 
2 nemory goes back a way, this full page 
ad of the Brotherhood of Railroad 
ts that Trainmen was especially interesting. 
reach 
Rey- . | 
«tt fAnnapelisMen | 
4 | 
ch i, Hit by Conarroe, 
it sold | 
mpaw feX-Agency Man 
cc New York —A long withering | 
ae blast at Annapolis graduates for | 
rer ei concentrating during the war on) 
= the “numbers game”—i.e., buck- | 
~ : ing for promotions—and for other | 
men faults has been loosed by Lewis | 
a oe H. Conarroe, former agency copy- | 
. 'e- ET writer, in his book, “Off My Sea 
d te, Pcbest” (Henry Holt & Co., $2.75). | 
" we Mr. Conarroe, formerly with | 
pe . N. W. Ayer & Son, Lord &| 
1 Sa¥s: B-Thomas and Sherman K. Ellis & | q 
Co., expresses his personal “gripe”’ | 
at Academy-trained officers in a) 
n biting, humorous Odyssey of his | 
avtford experiences in the war as a signal 
‘tion in Officer, on convoy duty and as a) 
‘House- $communications officer. 
in New The author spent the past year | 
ingeles, §in Arizona and does not plan to/' 
ye to Breturn to agency work. 
1s from 
gn will 
s, with | : 
npanys § Newsletter to Bow rer presents to American 
’ E. H. Klaus & Co., 3725 W. Sixth | business a new product of papermak- 
g nef St. Los Angeles, publisher of ing research and skills —Hammermill 
e racic #“Market Report” newsletter, will .—& tend 
tinuous Flaunch “Western Markets,” a_ Cockletone Bond. / 
Pc semi-monthly news letter devoted This new paper is tub-sized and air- 
l nto to data and information on west- dried, handsome and distinctive in ap- 
ouria’, Bern markets and marketing opera- anil, aulal dlies aad 
ast ane Btions. The new editorial division pearance, sturdy, with the crisp snap 
1d. will be headed by Merrill D. and “heavy” feelthat says: QUALITY. It 
m aridon’ Py Ale fice how 0g | is the kind of accomplishment you have 
hicago, tial Publications. The first issue | the right to expect from Hammermill im 
dle the (VU! appear July 11. resources and craftsmanship. ef: 
-atories, | ft , : If you have wanted a finer paper to em 
inat bs | ; j a convey your business messages, we in- a 
nator), es P . 2 ‘ 
: maza- Agency Opportunity vite you to examine the new Hammer- > 
sub! ca Fer tes © ri ed | . SEE guallty,.. Feet guality.. HEAR @% ogy mill Cockletone Bond. After you see i 
~ ; ‘4 xpe enc Give it the “eye test.” You'll Give it the “fin ger- -tip test.” Make the “ear test.’ its quality, its moderate price may sur- ak 
nes ond In Sales Promotion and agree it makes the unmistak- Note the “heavier” feel that Hammermill Cedkiusene prise you. be 
hh d able, immediate quality im- provides the character, dig- Bond not only is better — it N : ‘lable al nee hi me 4 
f  izz Research pression you have associated nity and quiet impressiveness sounds better. Note the fresh, Avauable a ~~ are ‘mate img cive- oa 
| with your finest letterhead pa- you want in the letterheads crisp, crackly “ear appeal” lopes in appropriate sizes, Eo 
Here is en unusual opportunity with per—no matter what you've you send out as representa- that proclaims outstanding a 
: i a 4 been accustomed to pay. tives of your business. bond paper quality. = 
» leading 4 A's Agency in Chicago 
—_ for @ man experienced in planning , » ; ee 
he v ce- and analyzing promotions in the food Ny e ; QQ, Look. thus watermark 
ard ian field. On the practical side he should ad Ne a 
a} On ne able to scout ideas for consumer Test ’ ; uN Test A ™ iM ERM i 
4 romotions, displays, premiums; be a writability ; . 3 ts erasabllily WA i, IL 
ort: ble to run a sales test in the field, ds then thee, Genie Me defleuriag eracure = 
dis' eck store panels or handle con- face of this fine paper your marks on this handsome pe: 
ern umer investigations. atedg enlayue wor oy ranpesriener be OND 
iS 1 It is more important that he be clean and sharp. time. Avoidsneedless waste. 
an le to reduce his findings to concise Vii) Iivivi " 7 PPD Ri THTITIIINHINA 
d intelligible figures, than be ex- SEND FOR THIS Say WU UV VU UV UU UU UU — 
lr ert in high statistical theory. FREE SAMPLE BOOK..- + Hammermill Paper Company pe 
ceils ' 1459 East Lake Koad, Erie, Pennsylvania !oy 
t 1 Agency experience is preferred but Shows samples of paper in a variety of weights. ; a ee ee — 
yerti ing not essential. * Compare HamMermitt CockLetone Bonp 1 the new Hammenaite Cocxtetons Bonn. oF 
jo 1e0 with other quality papers. Make any test you ‘ :_—- 
llas Please write complete details giv- like! © Even if you're not ready to order new | Mame i I 
"g your age, education, background letterheads right now, send the coupon today. = — 
nd business experience, and salary Keep he sample book in your file to remind —_ ‘ Please be sure to write on, or attach ‘ 
oul esired. Address Bi. coupon to, your business letterhead. AA 6-16 | 1% 
ar] y 
cn ae pot Fae wana yn ‘ AIM IKIKIA if IAIAIAA AA VO, if IAN IRIAN AV iI INS 
Rats . +. icago II inois 
Spal 10 3., g ‘ 
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WANTED— 
A Sales Manager of 
Advertising 


—by a long established middie western 
business paper publishing organization 
whose continued expansion calls for more 
selling manpower. 

While specific and operating knowledge 
of this particular industry is desirable 
that handicap can be relatively easily 
overcome by the right man. Chief requi- 
sites are knowledge of advertising, of the 
sale of advertising space and ability to 
manage. 

This particular industry, while an old 
one, is developing rapidly in several di- 
rections along each of which lie further 
publishing and space selling opportuni- 
ties. Hence applicant must have plenty 
of capacity for work. He should be in 
his late thirties, in best of-health and not 
afraid to travel. 

The job is of the class known in adver- 
tising selling as a ‘good one", but it can 
be made still better. 

Publisher will appreciate that whoever 
may be interested in discussing this op- 
portunity further will please give such 
detail about himself as will expedite de- 
cision for an early interview. 


Box 6732, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


CHICAGO... ATTENTION 


Do you have an agency that 
is going places? Do you 
need an aggressive, hard- 
working "key" man to organ- 
ize and supervise all detail? 
. . « If so, you will be inter- 
ested in a man 39 years of 
age, successful in advertis- 
ing, sales promotion, engi- 
neering, and business admin- 
istration... a general 
"all-around" man capable of 
taking a terrific load from 
your shoulders. 


Write Box 6716, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP FLIGHT 
COPY CHIEF 


Leading midwest 4A agency 
is looking for unusual copy 
chief. Must spark with ideas 
. . « must be an executive 
and leader . . . must have an 
impressive record . . . in 
other words, a guy with a 
"past." Reply to: 


Box 6740 
ADVERTISING AGE 
100 E. Ohio Street 
Chicago 11, Illinois 


| 
| 


TIME AVAILABLE 
ON TWO COLOR 
PRESS 


We should like to contact 
printing buyers desiring produc- 
tion on Cottrell 2 color letter- 
press rotary sheet fed unit. 


We are ina ern to set up 
production schedules on a con- 
tract basis or otherwise. 


For further details write Box 
6735, Advertising Age, 100 E. 
Ohio St., Chicago 11, Illinois. 


SPACE REPRESENTATIVE 


wanted in Chicago area for East- 


ern CCA business publication. 
Good opportunity. Submit full 
details. 


Box 6736, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


LARGE AGENCY WANTED 


executive with agence ma wader at 


A 


exes Diversified backg 1 
writer, cor hief art. director, account execu 
i co account 

AGE 
Chicago i!, Illinois 


Box 6738. ADVERTISING 
100 E. Ohio Street, 


| desired, 


ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago | 
PUBLIC RELATIONS 
Leading firm has opening for up and 
coming executive. Creative planning 
and writing. Ad Agency experience 
desirable. State age, background, | 

salary range, etc. 
Box 8995, ADVERTISING AGE 


} 


TISING MAN WANTED—bDy one of 
South’s leading advertising agencies 
must have practical knowledge of 
and experience in creating electric 
and gas utility sales programs, lit- 
erature for appliance dealer, news- 
paper copy, radio, and other ma- 
terials and media. Write fully, giv- 
ing experience, companies connected 


| with, educational background, refer- 


ences, 
ability. 
Box 8996, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. . ‘ 
SHAY AGENCIES 
30 W. Washington St., Chicago 3 


salary necessary 


Production Man: Book publisher re- 
quires Junior Purchasing Agent 
with working knowledge of print- 
ing and publishing practices, adver- 
tising circulars and letters. Age, 
25 to 35. Permanent position. Good 
salary, rapid advancement as quali- 
fied. State experience and salary 
(Our employees know of 
this ad.) 
Box 8997, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Advertising Manager’s Assistant re- 
quired by mail order company. 
Copywriting experience’ essential, 
preferably newspaper and catalog. 
Layout ability, production experi- 
ence important. Fine opportunity in 


interesting business for qualified 
person. Excellent company, tops in 
field. 

Box 8998, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


relations in mid-west city to rep- 
resent a group of manufacturers in 
presenting management's viewpoint 
on industrial relations problems to 
the community. Applicant should be 
between 30 and 45 years of age. Ex- 
perience in newspaper work and in- 


dustrial relations preferred. Must 
be able to write advertising copy, 
prepare and handle requirements 


necessary to well-rounded program. 
Give complete information regard- 
ing age, marital status, education 
and experience. State salary re- 
quirements for a permanent posi- 
tion. 

Box 8999, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 


and avail-|~ 


185 N. Wabash Ave., Chicago 
_ POSITIONS WANTED _ 
| FREE-LANCE—CHICAGO 
Writer with good job must pay off 
big doctor bill. Best on technical, 
industrial, farm. Confidential. 
Box 8993, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, | ae 


~_ REPRESENTATIVES WANTED _ 


Wanted: Young man to represent 
national publication in the con- 
struction and municipal fields in 


Middle West, with headquarters in 
Chicago. Must have car and be 
willing to travel. 
Box 8994, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


MISCELLANEOUS bs 
Vet wants to furnish top secret 
semi monthly “Snooper Report” ex- 
clusive to Ad agencies. A page or 
two of stage whispers on the newest 
of everything hereabouts. Please, 
your reactions, Bx 2332, Holly- 
wood 28, Cal. 
NATIONAL magazine representative 
will share Cleveland office, secre- 
tary, teletype, Ediphone, furniture 
ready to use; economical; handiest 
location; prefer publication repre- 
| sentative. 


Box 9000, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Kaiser-Frazer 
Angles Drive 
to Women Buyers 


WILLOW Run, MicuH. — Recog- 
nizing that “85% of all motor car 
sales are influenced by women and 
that most women are interested 
in fashion,’ Kaiser-Frazer Cor- 
poration is enlarging its advertis- 
ing program this month with a 
special campaign featuring a 
women’s fashion tie-in for the 
company’s automobiles. 

June issues of Harper’s Bazaar, 
Ladies’ Home Journal, The New 
| Yorker, Town & Country, and 
| Vogue carry full-page, four-color 
|advertisements in which Tina 
Leser, creator of women’s fash- 
|ions in beachwear, commends the 
{modern styling of Kaiser and 
Frazer cars. Woman’s Home 
Companion will be added in July 
when the attention of women 
readers will be invited to a cape 
|stole in white mink by Maxi- 
|milian and to Maximilian’s tribute 
'to the “smart, cosmopolitan styl- 
|ing’ of the automobiles. 
| Dache, Nettie Rosenstein and Vin- 


well-known fashion designers 
/who will participate in this drive. 
Kaiser-Frazer also is running 
‘full-page color advertising, 
|stressing the riding qualities and 
{all-around performance of _ its 
‘automobiles, in Collier’s, News- 
week, and The Saturday Evening 
Post, and is placing black-and- 
white copy in approximately 1,000 
newspapers this month. 

The company increased its pro- 
duction 36% last month over the 


10,387 automobiles, and has sched- 
uled an output of 12,000 units this 
month. Cars are distributed 
through 4,000 distributors and 
dealers. Kaiser-Frazer advertis- 
ing is prepared by Swaney, Drake 
and Bement, Chicago and Detroit. 


Joins McGuire Agency 

William G. Broughton has 
joined McGuire Advertising Ltd., 
Windsor, Ont., as account execu- 
tive. 


Lilly 


'cent Montesano are among other) 


best previous month, to turn out! 


_Uses Noise Suppressor 


| Station WJR, Detroit, has in- 
| stalled a new device known as the 
\“Dynamic Noise Suppressor,” 
which is said to eliminate 95% 
of record surface noise without 
|destroying the brilliance of re- 
/corded music. The new device was 
'developed by Hermann Scott, 
president of Technology Instru- 
ment Corporation. 


2 British Papers 
Up Circulations 


News of the World, British Sun- 
day newspaper whose circulation 
| figures have previously been kept 
secret, has revealed its net circu- 
lation to be 7,505,192 copies. New 
presses have been acquired which 
will permit an additional increase 
of 1,500,000 copies an issue. 

The London Daily Telegraph, 
whose circulation reached 745,000 


net circulation of 1,001,047. 


Opens Air Filter Drive 


Iig Electric Ventilating Com- 
pany, Chicago, will open its first 
postwar campaign for Ilgarator, 
electrically operated home air fil- 
ter, with ads in the July issues of 
House Beautiful and House & 
Garden. Mats, display material 
and other dealer aids are planned. 
|Howard H. Monk & Associates, 
Rockford, Ill., is the agency. 


Opens Dallas Branch 


Advertising Incorporated of Fort 
Worth has opened a Dallas office 
|at 2719 McKinney Ave., with Rob- 
ert J. Burke, 
charge. Another office will be 
opened in Kansas City in Septem- 
ber. 


AFA Elects Six 


The Advertising Federation of 
America has elected the following 
to membership: The 
Company, Wichita; Stanley J. 
Ehlinger Advertising Associates, 
Inc., Tulsa; Franke-Wilkinson- 
Schiwetz & Tips, Inc., Houston; 
Station KGNC, Amarillo; Webber 
Advertising Agency, Grand Rap- 
ids, and The Zlowe Company, 
New York. 


before the war, has reported new | 


vice-president, in | 


Coleman | 
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POST-GAZETTE EDITOR SPEAKS—Andrew Bernhard, recently promoted from 
| managing editor to editor of the Pittsburgh Post-Gazette (seated, center), 
spoke on "Russia Today" at a luncheon given in his honor following his return 


} 


from Moscow. Seated with him are William Block, Post-Gazette publisher, 
John J. Kane. 
Lower-Cost Trend WOAI Quiz Show 
Loyal Listeners 

P San ANTONIO—WOAT here has 
Small Retailers taining quiz program devoted to 
| building up listenership to other 
| tion costs are a necessity if we are| Thirty-five advertisers sponsor- 
to move and consume the huge! ing programs heard over the sta- 
to produce now, and ines sstill operating by donating prizes. 
‘greater quantities in 1950 and| Their names are stressed when 
sales manager, Chester H. Roth | age Saturday eta ge 
Company, New York hosiery con- quiz snow uses ques ions re aung 


and Mrs. Bernhard. Standing are Mayor David L. Lawrence and Commissioner 
Helps to Build 
May ‘Slaughter’ 
launched a half-hour weekly sus- 
New York — “Lower distribu-| WOAI shows. 
additional tonnage we are ready|tion, an NBC affiliate, are co- 
1960,” Victor H. Lebow, general) ‘heir prizes are awarded. 
cern, told the American Market- | 0™!Y to other network and _ local 


ing Association’s conference here | Prosrams ay WwoOAl, making it 
nek weak /necessary, or certainly helpful, for 
: | listeners to keep dials set for the 


“Therefore, the pressures upon | 
the mass producers will force 
them to seek out the chains and}. , 

, , ing,” is produced by Monte Kel- 
buying groups, leaving to the | ban ceciende oe | production 
higher cost producers the field of | ahaees - 
low-traffic high mark-up out- - 
lets,’ Mr. Lebow said. “This must . a, Cee 
speed up the slaughter of small | Fritos Drive Launched 
independents and marginal dis-| Wisconsin Fritos, Inc., Monroe, 
tributors.” | Wis., is running campaigns in Chi- 


creasing urbanization of the|®€W corn chip, using car cards, 


; : > | newspapers and painted wall bul- 
American population will speed | ictine, — A nen swarenenet 


this trend.” ; /are being used in Madison, Wis., 
This “speculation,” however, he| Rockford, Ill., and other smaller 
pointed out, is “based upon the | cities in Wisconsin and northern 
postulates of freedom and democ- | Illinois. 
racy in America. If the decline of as aa od ai 
competition (with fewer and Expands Peach Ad Budcet 
larger units controlling the na- is Boul Petaling Mee ch 
tion’s production and advertising) | Growers’ Association has na 
proceeds during the decade ahead panded its advertising from $!4.- 
| with the speed at which it is now/| 000 in 1946 to about $35,000 for 
/moving . . . then we shall have a/ 1947. The bulk of the appropria- 
regimented economy, stipulated | tion will be spent on key mar<et 
products, fixed prices, ordained | Spot radio announcements. 


station. 
The show, “Were You Listen- 


_mark-ups, and a wholesale de-| = 
|struction of independent enter-| Healy Promoted 
prise.” 


Peter L. Healy, who has ben 

Cites Superiorities ) in charge of the Ontario divi: on 

Ste take ited th | of International Varnish Co o- 

| r. Lebow ced, among omer! pany, Toronto, has been appoi ed 
the “superiority of one) 


| things, ae assistant sales manager for C 11- 
| type of distributor over another | ada. 


|in terms of his minimum mark-up | 
requirements.” He showed how, | 


et aa Smaller Agencies 
under their traditional mark- | Can Now Easily Afford 
ups 


would have to sell-a pair of nyton | TOP-FLIGHT COPY HE P 


stockings—all based on a whole- 


| 


E ’ \To solicit a new account or freshen ui 2m 
| sale price of 50 cents a palr: | old one, you may need a top-flight py 
| A florist would sell the stock- | chief's work but may not be able to rd 


ings for $1.23; a bakery shop for | his full time. Here's the way to pay on (0 


$1.12; jeweler, $1.01: fur shop, $1; special copy jobs and get the best, » ut 

radio store. 92 cents: furniture assuming the responsibility of a 5-figure °2 
4 rity . Write: 

store, 89 cents; gift shop, 88 sas eg 


Box 6730, ADVERTISING AGE 


cents; department store, 79 cents; 100 E. Ohio Street, Chicago 11, ILL!) 2!5 


variety store, 74 cents; drug store, 
73 cents; filling station, 67 cents; 
grocery store, 62 cents; combined 
grocery and filling station, 61 
cents. 


THIS AD DOESN'T HA 
TO BE BIG 


to sell you, if you're interested in h 

@ man with 18 yrs. of creative advert 

experience: copy, layout, advertising 

rection as ad manager or agency < 

writer. Complete resume upon req 

Salary $12,000. Single, soon to reach 

when life begins. Prefer Chicago, 
York or West Coast. Address Box 6 
ADVERTISING AGE, 100 E. Ohio Str 
Chicago II, Illinois. 


Toronto Adwomen Elect 


Edith McEachern of the Finan- 
cial Post has been elected presi- 
dent of the Women’s Advertising 
Club of Toronto. 
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Republican Fight 


3tymies Action 
on Postal Bill 


WASHINGTON—The fate of the) 
110,000,000 boost in postage rates | 
n publications and other com- 
vercial users swung in the bal- 
nee last week as the House Re- 
ublican leadership split over the 
~isdom of action during the pres- 
t session. 
At least two members of the 
werful rules committee, Chair- 
xn Leo Allen (R., Ill.) and Rep. 
Clarence Brown (R., O.) wwe} 
ypposed to debate at this time on 
tne rate bill,,which has yet to be 
eared by the rules group for a 
ice on the House calendar. 
Opponents of the bill point to} 
a departmental investigation au- | 
rized by the House a week| 
aco, and suggest that rate changes | 
wait until the House hears of pos- 


| 
| 


sible savings in departmental | 
overhead. 
Republicans and Democrats | 


joined in authorizing a full-scale 
study of postal efficiency by the 
post office and civil service com- 
mittee, though Democrats recorded 
themselves as fearful of a witch 
hunt. 


Rees Will Press Action | 
During the debate on the in-| 
vestigation, postal committee) 
chairman Edward Rees (R., Kan.) 
indicated that he will press for 
action on the rate bill until over- 
ruled. 

“With all the economy we may 
bring about, and we do hope to 
bring about a great deal, you 


cannot raise the entire deficit of | 


$300,000,000,” he told the House. 
‘Do not forget this—that any 


amount you do not raise under | 
is going to be! 


the postal bill 
charged to the taxpayers of the 
country.” 

Rep. Rees said the “study” 
would concentrate on 256 of the 
42,000 post-offices, for these 256 
employ 70% of postal personnel, 
and personnel account for 78.11% 
of postal expenditures. 

When Democrats accused him 
of reporting an “inadequate bill,” 
he said the committee had felt 
some of the suggestions in the 
department’s $173,000,000 
posal were impractical. 

The fight within Republican 
ranks is doubly embarrassing, 
since it has previously been party 
policy to push through a rate bill 


purducts with full form 
papiermaché, plastic 
or rubber displays. 


See OKC for economical mass 


_. We made these hufa pipes 
tor Mastercraft t hang in smoke 
shops. Perhaps you'll find an idea 
tor your job in our new brochure Write 


) King Cole Displays 


CANTON, OHIO 


pro- | 


to raise new postal revenue. | ‘ 

Failing to get a green light tor K&E, Macy s Plan 
the bill which Rep. Rees produced s ‘ 
under instructions from the lead- | Bride Ss School 
ership, Republicans will have to | New York—R. H. Macy & Co. 
work out a resolution to renew | . . Ww, 4 
the 3 cent rate on first class letters, | on +4 ements at Renan & Ree 
which otherwise expires on| 


traini , | 
June 30. raining day for brides June 26, | 


in the department store’s cineual 
center. 
Wavex Names Spadea 


Wavex Engineering, London, | brides on deck, and the novitiates 


|has appointed Spadea, Inc., New| will be shown how to prepare a 
| York, to handle a national maga- | 


rapid breakfast, how to whip up 


zine campaign which opened with | . P . 
a color advertisement in the June | a quick dinner when hubby brings 


2 iss f Time. 
ee rane sketches will be K&E employes. 

: The show will go on all day, 
Makes Personal Signs ‘and will feature a broadcast by 


Farwell Studio, Quincy, Ill., has) wartha Deane, WOR commen- 
developed a method of producing tator. 


ersonall imprinted signs in ae : ‘ 

eon quantitios by silk screen | Participating clients are Borden 
process. The method permits Company, Black, Starr & Gorham, 
printing individual names. on/| Richard Hudnut, Industrial Tape, 


signs at low cost. | Kellogg, Knox Gelatin, Manning 


| The Boss home, etc. Actors in the | 


hardt will collaborate in a ‘special Starts Own Company 


The store will have 80 June | 


| 


|Bowman, Stetson, Manhattan| 
| Shirt Company, Wesson and White | 


Rock. 
The department store will pro- 
vide local advertising. 


Clara Marie Webb, formerly ad- 
vertising manager of Lee S. Smith 
& Son Mfg. Company, Pittsburgh 
dental products manufacturer, has 
opened her own offices at 314 


First Jeannette Bank & Trust 
building, Jeannette, Pa., to dis- 
tribute stainless steel costume 


jewelry and leather goods. 


51 
Martin Joins Esty 
Gerry Martin, who has been 


associated with NBC for 12 years, 
has joined the radio department 
of William Esty & Co., New York. 
He was an aecount executive in 
the network sales department at 
NBC. 


Platten Moves 


John H. Platten Jr. has re- 
signed as director of market re- 
search for Crossley, Inc., to be- 
come research director of Ross 
Federal Research Corporation, 
New York. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 
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‘YOU JUST CAN'T BEAT THE PULLING POWER 
OF THE BIG 3 IN THE GREAT FLORIDA MARKET 


$8 


@ First in the South in total per capita retail sales! First in the South and 


year-round markets. 


and second of any state east of the Rockies in population gain!...On 
any count you go by, Florida stands out as one of the nation’s major 


Best of all, it takes only three newspapers to give you blanket coverage 


| of the trading areas where more than 53%* of the state's total retail 
sales take place. You tap this buying power right at the source when 


you schedule the Big 3... the morning papers that are geared to move 
goods in the rich Florida market. 


"Sales Mgt. Survey (1947) 


FLORIDA TIMES - UNION 
jacksonville 
Notional Representatives 


Reynolds-Fitzgerald, Inc. 


Notionol Re 


Jonn and Kelley, Inc., Atlanta 


TAMPA TRIBUNE 
* 


presentotives 
* 
Sowyer-Ferguson-Wolk 


er Co. 


MIAMI HERALD 
* 


Story, Brooks & Finley, Inc 
* 


Notional Representatives 


A.S. Grant, Atlanto 
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Eichler Brewing 
Sold to Liebmann 


New York —Liebmann Brew- | 
eries, brewer of Rheingold Extra | 
Dry beer, has purchased the John 
Eichler Brewing Company here. 
The acquisition is in addition to 
Liebmann’s current expansion 
program, now nearing completion, 
which will bring Liebmann’s ca- 
pacity to more than 2,500,000 bar- 
rels a year. Eichler has a capacity 


Diaplo’ 


IM RADIANT 


COLORS 


m™ BLACK LIGHT ACTIVATION mm 


DIMENSIONAL BRILLIANT 
FULL COLOR RANGE 


VELWETONE COMPANY 


DAY AND NIGHT 
POINT-OF-PURCKASE 


ADVERTISING 


of more than 
yearly. 

John Eichler Heintz, president 
of Eichler’s brewery, will con- 
tinue as president of the John 
Eichler Brewing Company unit of 
Liebmann Breweries. 

Both companies are among the 
oldest American breweries. Lieb- 
mann was founded in 1837 and 
came to New York in 1854; Eich- 
ler was founded in New York in 
1862. 


500,000 barrels 


Sarazan Elects Ney 


Milton R. Ney Jr., specialist in 
retail operation and administra- 
tion, has been elected secretary- 
treasurer of Bert M. Sarazan, Inc., 
Washington advertising and pub- 
lic relations counsel to retail 
stores. 


Set Foremen’s Meeting 


The 24th annual convention of 
the National Association of Fore- 
men has been set for Sept. 18-20 
in Los Angeles. The theme will 


Will Show Ad Movies 


McCandlish Lithograph Corpo- 
ration, Philadelphia, 
uled showings of its new films, 
“The Creation and Production of 
Advertising Displays” and “The 
Making of a 24-Sheet Poster,’ at 
the Lexington Hotel, New York, 
June 17. Both films will be shown 
at 1:30 and 4 p.m. to all inter- 
ested advertising people. 


Bendix Names Bromberg 


George H. Bromberg, formerly 
research director, merchandising 
and sales promotion manager of 
Weiss & Geller Advertising 
Agency, Chicago, has been ap- 
pointed advertising and sales pro- 
motion manager of the Chicago 
branch of Bendix Home Appli- 
ances, Inc. 


DeMattia Names Martin 


George Homer Martin Associ- 
ates, Newark, has been named to 
handle the advertising of M. P. 
DeMattia Engineering Company 


has sched- | 


| 


¥ 
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GAIN AND LOSS PERCENTAGES —52 CITIES 
MONTH 
APRIL 1947 = 1946 Loss GA) 
| Glassincation [econ | 20 10 0 10 20 30 40 50 
RETAIL ., 13.8 
GENERAL 28.1 
AUTOMOTIVE 88.9 —_—_ 
FINANCIAL 0 -15.9 } 
TOTAL DISPLAY... | 18.4 | 
CLASSIFIED 12.6 | | 
TOTAL ADVERTISING | 17.0 
DEPARTMENT STORES 9.3 | | 
ACCUMULATIVE 
JAN, 1-APR.30, 1947-1946) LOSS GA! 
| CLASSINCATION | macew | 29 10 0 10 20 30 40 50 
Sa) hl | 
GENERAL 14.7) | P 
AUTOMOTIVE 76.2 | | _ : 
FINANCIAL -11.8 | ——— | 
TOTAL DISPLAY 17.1 
CLASSIFIED 15.6 
TOTAL ADVERTISING 16.7 
DEPARTMENT STORES | 13.5 


AUTO LINAGE GOES OVERBOARD—Media Records’ measurement of adver. 
tising linage in 52 cities for April shows a gain of 88.9% for the automotive 
classification, in comparison with April, 1946. The same classification made 
almost as great a gain in the Jan. |-April 30 period—76.2°%—compared with 


' : be: “New Horizons’ for America| of Avon, N. J., engineering con- r i t . In both tables, fi ial li h th 
Semin S STCCGS. S08 C8 ANe1Se@ Through United Management.” sultant to the plastics industry. oe eee Sore aa wos Lee ae eee ee 
Radio Advertisers |Chicago AMA Chapter 
vs egg Elects R. J. Eggert 
Ar e Cr iticized Robert J. Eggert, American 


have forgotten its cause. 


H. who is false to present duty breaks 


a thread in the loom, and will find the flaw when he may 


The influence of a clean manufacturing plant has 
its effect, for pleasant surroundings usually reflect 
good workmanship. Air-conditioning, generous 
admittance of natural light and proper equipment 
where artificial lighting is necessary, are added 
factors of influence. * Adhering to a policy of 
progressiveness, P & A now is engaged in a remodel- 
ing program. Offices are being altered, air condi- 
tioning installed, windows of new construction 
added and the latest fluorescent lighting equipment 
adopted. Frequency Modulation radio, already in 
operation, reaches all departments. * P & A believes 
that a clean modern plant offers a better place 
in which to work .. . that it provides for a more 


satisfied personnel . . . a better product. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS + STEREOTYPERS 


— H.W. BEECHER, Life Thoughts 


By John Crosby 


New York—Control of radio by | 


/advertisers was cited as one of 


the chief evils of radio by John 
Crosby, Herald Tribune radio 
critic, during a broadcast over 


CBS. 


Asserting that the  sponsor’s 
money has accomplished a lot of 


| good—making possible many pop- 


ular programs—he suggested that 
good radio and not record sales 
should be the prime aim of air- 


| waves programming. 


Mr. Crosby spoke as a guest 
on the last of the Lyman Bryson 
series of programs entitled, “Time 


|for Reason—About Radio.” 


The columnist also criticized 
broadcasters for their lack of 


| progress in developing new shows 
and their reluctance to try some-| 


thing not in line with the estab- 
lished formula for success. 

At the same time, he praised 
CBS as a “progressive network,” 
which has developed such experi- 
mental programs as the Columbia 
Workshop. 


Form Radio Group 


San Francisco Showmen, a new 
radio production bureau to pro- 
duce, market, and publicize all 
types of radio shows from spots 
to network broadcasts, has been 
organized, with offices at 262 


| O’Farrell St., San Francisco. Phil 


G. Brady is production and sales 
manager and Sanford Spillman is 
continuity director. 


Meat Institute, has been elected 
president of the Chicago chapter 
of the American Marketing Asso- 
ciation, succeeding Robert Elrick, 
Pepsodent division of Lever Bros 
Company. Other new officers in- 
clude: 

William F. O’Dell, Market Facts, 
Inc., first vice-president; William 
R. Kier, Libby, McNeill & Libby, 
second vice-president; J. E. Wil- 
motte Jr., Statistical Tabulating 
Company, secretary, and Harold 
| Wakefield, Wilson & Co., treasurer 


AMI Issues Booklet 


American Meat Institute, Chi- 
| cago, has distributed a new book- 
let, “Public Relations,’ to AMI 
| members to promote better press 
‘relations. It describes the _ re- 
| porter’s viewpoint (“never ‘get 
tough’ with mnewspapermen”); 
points out occasional uses of “off 
the record” statements; warns 
| against personal or political propa- 
| gandizing, etc. 


David Resigns from BBC 


Dr. Henry David has resigned 
his British Broadcasting Corpora 
tion post as adviser on American 
affairs. He was research dire*tor 
at BBC during the war years, bit 
returned to his position as pro- 
'fessor of history at Queens Col- 
| lege, Flushing, N. Y., in 1945. 


Fritz to Pardee, Cash 


| Jimmy Fritz, formerly execu- 

tive vice-president of Boyd Com- 
|pany, Inc., Los Angeles, |hias 
| joined the staff of Pardee, Cash & 
| Associates, Hollywood, as accoiint 
| chief. 


Sead $2.00 


HAROLD M. LAMBERT 


CATALOG Zo. 5 


OF STOCK PHOTOGRAPHS 


e 82 PAGES e SPIRAL BOUND 
e 1,262 NEW PICTURES 

e HEAVY DUTY COVER 

e BEAUTIFULLY PRINTED 

e ALL PICTURES CLASSIFIED 

e COMPLETELY INDEXED 


Guaranteed to do a bang-up jeb for you — or your money refunded 


HAROLD M. LAMBERT STUDIOS 


2801 CHELTENHAM AVENUE e PHILADELPHIA 19, PA. 


Now Ready For Distribution 
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$2 PER COPY | 
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NAB, Ascap Join 
‘0 Fight Maestro — 
Copyright Bill 


WASHINGTON—The NAB and its | 
id antagonist, Ascap, joined this 
veek before the House judiciary 
ommittee in fighting a proposed | 

\| (H.R. 1270) which would | 
ermit artists to copyright their | 
ndividual recordings. | 

Don Petty, NAB general coun- | 
el, argued that the proposal “‘is | 
obviously an entirely new concept | 
and radical departure from copy- | 
right principles.” 

He said that under its reason- 
ing, copyright might just as well | 
be given to highly skilled engi- | 
neers and other technicians who) 
make recordings. 

Individual orchestra leaders, like | 
Fred Waring, asked for the right 
to copyright their special ar- 
rangements of musical numbers. | 

In addition to Mr. Petty, the | 
committee heard Lewis Frohlich | 
and Deems Taylor of Ascap; John | 
Schuman of the Songwriters Pro- | 
tective Association and Signey | 
Wattenberg of the Music Publish- | 
ers Protective Association, all in| 
opposition. 


‘Performance Not Property’ 


“It has never been thought that | 


| originally some 10 years ago, but 


has enjoyed singular success re- 
cently because a disc jockey was 
instrumental in stimulating sales. 
A reissue of the record was made 
and several million copies sold. 

“Ted Weems was originally 
compensated for making the rec- 
ord,’ Mr. Petty pointed out. “He 
received a royalty on the records 
originally sold and he is now re- 
ceiving a continuation of that 
royalty on the current sale. Is 
it conceded that there would not 
now be any sales and that the 
record would have been com- 
pletely forgotten if a single disc 
jockey had not played it on the 
radio one morning? Has the treat- 
ment of the record by radio been 
unfair to the performer?” 


Lyman Names Stanfield 


Lyman Agencies Ltd., Montreal, 
has appointed Harold F. Stanfield 
Ltd., Montreal, to handle adver- 
tising in Canada for Chanel per- 
fume and cologne. Magazines and 
newspapers will be used. 


Standard of California 
Releases Color Movie | 


Standard Oil of California has | 
just released a 16 mm. sound 
movie in full color entitled “This 
Is Oregon.” The film, 21 months 
in production by Claude Palmer 
of Photo Arts Studio, Portland, 
depicts the scenic beauty, culture 
and industry of the state. It is 
the first of a series of films on 
the western states planned by 
Standard of California. 

A movie on Washington is now 
in production and will be fol- 
lowed by one on California. The 
movies are distributed free of 
charge and carry no advertising 
except credit lines at the begin- 
ning and end of the films. Hal 
Powell of the company’s Portland 
office is in charge of schedule ar- 
rangements. 


Lee Tracy Resigns 

Lee Tracy has resigned as presi- 
dent of Tracy- Robinson, New 
York public relations firm, and 
disposed of his interest in the 
company. He will announce fu- 


'New Law Would Exempt L&M Sponsors Godfrey 
Syrups from Taxation | 


ture plans after a vacation. 


Satie 
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Liggett & Myers Tobacco Com- 
pany, through Newell - Emmett 
Company, has signed a 52-week 
contract for six participations 
weekly on Arthur Godfrey’s early 
morning show on WCBS, New 
York. The show is heard at 6-7:45 
a.m., EDT, Monday through Sat- 
urday. Chesterfields are being 
sponsored by L&M on Godfrey’s ‘| 
11 a.m. show over the CBS net- 
work. 


The Pennsylvania house of rep- 
resentatives is considering a pro- 
posal to exempt syrups used in 
making sundaes and other solid 
fountain products from the state. 
soft drink tax. The measure, | 
which has administration support, | 
also strengthens the wording of 
the soft drink tax law to prevent 
its being declared unconstitutional 
in a suit now pending. 

The soft drink tax went into 
effect June 1, and requires soda 
fountain operators to pay one-half 
cent an ounce on all syrups used | 
in mixing drinks, and one cent on | 
each 12 ounces of bottled soft 
drinks. 


Cantor, Ball Appointed 
Evelyn Cantor, formerly with 
Hall Publishing Company, New 
York, has been appointed produc- 
tion manager of Boyse-Bradford 
& Associates, Saginaw, Mich. John 
M. Ball III, recently in the Army, 
has been named account execu- | 
tive and director of public rela-| 
tions. 


the rendition or performance of a/| 


musical composition or dramatic 
work, could be the subject of 
property,” Mr. Petty told the com- 
mittee. “Concededly an ability to 
render or perform such works is 
a thing of value to its possessor. 
It is valuable as an ability or 
skill, such as an attractive voice, 
competent hands or a strong back. 

“Should the skilled performer 
have a property right that the 
skilled mechanic does not have? 
As a practical matter, skilled and 
artistic performers of music have 
been and are now well paid for 
the use of their talents. 

“With some 42 major record 
manufacturing companies compet- 
ing for their ability, for their 
labor and for the value of their 
reputations, they now receive a 
large fee, and in addition as much 
as 10% of the sales price of each 
record sold,” he said. 

He pointed out that, with few 
Bexceptions, “artists and perform- 
ers recognize that their popularity 


and financial success is due in no} 


small measure to the broadcasting 
of their records by radio stations. 
To maintain and increase their 


popularity and to stimulate the 


sales of their records, they send 
complimentary records to radio 
Stations with specific requests that 
they be played often.” 


‘Heartaches’ Cited 
Citing the example of the recent 


remendous popularity of “Heart- | 


ches,” Mr. Petty explained that 
he recording had been made 
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PULL 


T TAKES a lot of pull to move a 10,000-ton 
It freighter across Puget Sound. Experienced 
skippers call for husky towboats, not dinghies. 
So with the Seattle-Tacoma-Puget Sound market. 


To sell this big, rich area you must have proved, 
potent Pulling Power. That’s why successful ad- 
vertisers—local and national—entrust their major 
sales load to KOMO. 


This exclusive NBC outlet for the prosperous 
Seattle-Tacoma-Puget Sound country has been the 
recognized Leader in its market for 20 years. 
It has the listener audience, the listener confidence, 
the Potent Pull to do the job. KOMO can sell for 
you—surely, economically, without strain. 
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This new FM and television antenna, planned for 
KOMO, will be the highest structure in the Seattle 
area, towering 627 feet above sea level 
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54 Advertising Age, June 16, |947 Adver 
Limi i | product or a business that fills|the Gillette Safety Razor. Kip 
To L ae ate eee hehe James D. Woolf Talks eee | Dr. Conwell’s prescription: it sat- | Gillette invented his razor in | 08 Foo 
has passed legislation prohibiting | |isfies a human need. How do you|his company was incorporate: jp Are 
| the sale of new or used automo- | advertise it? What do you illus-| 1901, and in 1903 only 51 ra. ors 
biles above the list price set by | | trate in the pictures, what do you| were sold. Not until 1906 \; 
the manufacturer. The measure, | Salesense i in Advertising ‘say in the headline, in the copy?| years after the first razor \a on 1 
which has been sent to the house | Stating Dr. Conwell’s axiom | made—did the little company »a\ NEw 
of pg ge ie requires post- Registered another way, every good adver-|a dividend to its shareholder It rate fi 
a ger Boy jaye a hed both James D. Woolf, famed copywriter and retired vice-presi- tisement has for its basis a prob-| took that long for shavers to J as tel 
yom ata aanenee to send dent of J. Walter Thompson Company, is writing a series |\lem (the reader’s) and the solu-| realize their “human need.” tail ste 
statements of the price involved of discussions on tested ideas and basic advertising prin- |tion (the advertiser’s). Does your product fall into the Tele 
in requests for transfer of title ciples. While aimed primarily at the small business man | It may be that your prospective | Lifebuoy and Gillette “sell-ihe- video 
by the state revenue department. who may be a neophyte at advertising, AA readers will ‘customer does not realize the na-|need” classification? Then don ff States 
find instruction and entertainment in the discussions and ture and extent of his problem. | lead off in your ads or radio com- food ¢ 
: sidelights on advertising successes which will appear here Often that happens: you have a|mercials with a lot of bragzing ail st 
| WHAT’S GOING ON? each month. product that people really need— | about it. Gen 
| ei Dr. Russell Conwell, founder of | One of America’s greatest ad- |@ product that would make them| Talk about the reader. alk eads 
Temple University, was famous | vertising experts, Albert Lasker, |@ppier and better off—but they /about what interests’ him—his 9 survey 
@ Manulacturers and their advertising « : ‘ag in dif. | don’t know it. earnings, his human wants t! ver 
agencies are using this inexpensive for a $4,000,000 lecture, “Acres of | once said the same thing in dif- y 8S, rat ith 
| i clipping service for collecting editorial | Diamonds,’ which he delivered | ferent words. “The product that Take, for example, the case of| your product can satisfy. That's “a 
publicity, for making research and = ¢ 99 times. will not sell without advertising,” |O90-re-no, a deodorant, which|the way to catch his eye and § the D 
market studies, for maintaining com- ?hi lebrated h d-|he declared, “will not sell profit- | | was introduced about 35 years ago. | arouse his interest. WCBS 
petitive advertising files and for de- is celebra speech was a e aeciared, will not seu p 7 wel 
| veloping sales prospects on certain (dressed mainly to business men. | ably with advertising.” Posonnay announcing the product i But maybe your product is a five 
types of products and services. “If you want to get rich,” Dr. was not enough: underarm odor, | “natural”; people can see its use- Oth 
New Booklet No. 10 “How Business Uses | Conwell told them, “all you have How Millions Are Wasted and the possibility that it might|fulness at once. Right now, for § celica 
| | Clippings” tells the whole story to de te Gnd 0 hemmen need, sndi it you are a manufacturer, then, | >€ offensive, was something most|example, a fish lure that glows Borde 
. F +499 . > ih | women had never thought of.| under water is being advertised in Comp 
| AMM | nce Dr. Con-| taste wns money "on opelees Their “human need” had. to be|the outdoor magazines. ‘The a: J Bake 
| PAPERS * papers *& MAGAZINES well summed up the whole secret | causes. Faget and sold to them. There- | lead off with the — . the ang —— 
14 Se. Rederal St. Chicago 4 5 os ore, the early advertising put the|uct. It is immediately self-ex- e 
ie see : Of atwerGemeg Tst pays. oe. Bor —* o's big emphasis on the problem and | planatory and the reader sees its reguli 
| second-place emphasis on _ the|merit*‘at once. Another example Store 
solution. is the advertising of the Daco- Sears 
| ! General claims of cleanliness | lite, a self-generating flashlight Wané 
pot | and health did little for Lifebuoy|that works without batteries, fining 
soap. Most people saw no need|which has been very successful, ratior 
t | for a soap that smelled so strongly |No words are wasted getting the all p! 
| Ne . of disinfectant. It sold poorly | reader warmed up. The headline sion. 
tl me until the “B.O.” idea was put/is simple and direct and in big well 
ai i MEDIUM ‘into the advertising. Then sales|type. Just three words—‘NO- Wate 
| | boomed. The advertiser had tied|; BATTERY FLASHLIGHT” — are Com y 
‘ up his product with a human_| enough. Wate 
need. It was just a matter of | When People Read Ads 
salesense. P : Airc 
| It is not easy to coax people to 
Sell the ‘Sizzle’ | read advertising. It is hard to Elec 
| | Elmer Wheeler, noted author of | flag their attention. It baffles me Jol 
| “Tested Sentences That Sell,” | Why some advertisers think their publ. 
gives as his Number One rule: | ads could possibly interest any- Aire! 
“Don’t Sell the Steak—Sell the | body. Cal., 
| Sizzle!” Hidden in everything you| Here are some headlines I have of ‘ 
sell are “sizzles.” “Sizzles” are|Picked at random from some posi 
always found in human needs. newspapers and magazines on my Cans 
| A New York department store desk: cs Low 
|once found itself unable to sell a “Do You Know? a latio 
large stock of cheap pianos. The, “Integrity Our Watchword Airp 
' : usual, advertising appeals failed “Drop In and See Us” _Cr 
to get results. The old stereotyped “/ncomparable Quality lie r 
| _ideas—the sweet tone of the piano, “50 Years in Business” me 7 
its lovely finish, its low price, “At Your Service” dire 
| and so on, got nowhere. “Nothing Else Like It” Nort 
| Then one morning the news- | Would you read headlines like Cal. 
| | Banas came out with a large ad| that? Would they stop you and rect 
| displaying this heading: MAKE Make you want to read more Wr 
| YOUR DAUGHTER A LADY. The | You would be a hungry fish if J New 
s | copy explained that music was | You would strike at that kind of 
3 | the soul of culture, that ability bait. Ne: 
msatiiie | to play the piano was an impor- Say something interesting in on 
~ * tant social asset. Twenty-four your headline. There’s only one 


way to do that with salesense S\ 
aim your appeal straight at a —_ 

‘ ur 
of Elmer Wheeler, was—not the uman need. a 


steak but the “sizzle”; not pianos NBC 
as such, but the satisfaction of a) Reagan Joins WI WNLC be | 


hours later every piano was sold. 
What that ad sold, in the words 


SPEAKING OF A SPHERE OF INFLUENCE 


_human want. |” Mary Jean Reagan has joined Satt 
‘ Mere announcements of a won- | the staff of Station WNLC, New the 
_derful invention did not put over | London, Conn., as copywriter. T 
spor 
That's a diplomat’s term for an area where you can pretty well control what folks are pes! 
thinking and doing. It is also a brief description of the region where five million listeners - pi 
. . . . will 
have come to know that what they hear over WSM is gospel. For 21 years, this station vide 
faci 
has practiced unswerving and unquestionable integrity. That's why WSM is the solo medium lish 
| that can—that does deliver this market. CAN BE _ 
FURNISHED 
| WITH — 
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| IMPRINT ' 
| os p 
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BRILLIANT ILLUMINATED PRODUCT 
IDENTIFICATION AT POINT OF SALE 


Golden Glow SIGNS 


DEEP ENGRAVED IN EDGE LIGHTED 
NON-SHATTERING LUCITE 


HEXCO PRODUCTS, INC.’ \Y;,9u°7 ° 


GIVES CONTINUOUS 
ADVERTISING 
DAY and NIGHT 
YEAR AFTER YEAR 
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Kine | Food Advertisers 1947 Sunshine Drive | Wilmington Papers Shift 
7 faved oo . . i . . 
L695, a 7s ~ Features Krispy, Hi Ho Albert L. Ingram, advertising 
es Are in Majority Suhshine Biscuits, Inc., Long|™anager of the Journal-Every 
azors , : ae : | Evening and Morning News, Wil- 
| on Video Stations Island (City, N.Y. stepping uP |mington, Del., has been appointed 
as O , creased a aapiiok for the sec- | 2dvertising director of the two 
y pay New YorkK—Food manufacturers | ond "aeked Gemeena as the larg- | Papers, succeeding Clarence J. 
rs. It rate first—numerically at least— | est in the company’s history. Full- | 7S ds agi regres! — .ooe 
© to | as television sponsors, with re- color advertisements in The |5" Black. - bn “ee pre se 
tail stores in second place. American Weekly, Look, Parade |‘~. ac fpr geaeonl pablo on 
the Television reports that of 54 and This Week Magazine during | ™@ Ny 4 ‘yn wold fee yin 
iv : vid avertisers in the United May, June, July and August, as | ™@nager, an aro ore 
~the. video a Ss im nite il h ters. trade | Sistant manager of production, has 
we sti during May, seven were well as newspapers, posters, trade | 
don’t 9 States 8 y ublications and radio will be | een named production manager. | 
com- food companies and five were re- me 
gxing ail stores. at Krispy crackers will be featured | 
General Foods Sales division as “The Flakier Cracker,” and Hi 
Talk eads the list, according to the Ho cracker promotion will con- | The management man's \ 
1— his survey, with a weekly program tinue the “Hi Ho For Finer Fla- a. ¥ 
that ver WNCT, joint sponsorship vor” theme. Theme for the out- | preferred source of daily [5 
That's with Ford Motor Company) of — ee eee | business news in the nation’s 
; , eez- crackers continues as | } ) 
and ne decry re wh ate “Good ... Any Old Time.” greatest industrial area ) 
is a § five times weekly over WABD. . i =the Central West. ) 
 use- Other firms advertising their Tennis Play on Video 
vy, for delicacies via the cameras are United States Rubber Company, 
glows J Borden Company, Kraft Foods | OPENS MODEL STORE—This is the front of the Reid Murdoch Division's ver- |New York, will sponsor telecasts | 
sed in Company, Swift & Co., Purity, sion of the up-to-date retail grocery and market. The new store has been of the last three days of play in 


3 ants 
Chicago Sournal 
e ads Bakeries Corporation, Mueller’s| opened in the Consolidated Grocers Corp.'s general offices in Chicago, and | the national professional tennis | a Q 


ry Macaroni and A. Goodman & Sons.| "esearch will be conducted into all phases of retail food store operation and 'championships at Forest Hills, : f ries 
~ Ridatl stores buying video time| ‘¢o"sumer buying habits. Merchants will be invited to inspect the model store, | June 20-22 over WCBS-TV, start- i 0 omimerce a 
gt regularly include the American which is essentially self-service. | ing at 1:30 p.m. each day. 


ample Stores, Gimbel’s (Philadelphia), 
Daco- Sears, Roebuck & Co. and John 
hlight Wanamaker. The Atlantic Re- 
teries, fining Company, Gulf Oil Corpo- | 
essful. ration and Standard Oil Company 
ig the all plug their products on televi- 
adline sion. Time spots have been pretty 
in big well sewed up by Elgin National 
-“NO- Watch Company, Gruen Watch 
— are Company and Longines-Wittnauer 
Watch Company. 


S 


ple ) | Aircraft PR Group 
ard to Elects Canaday Head 


les me John E. Canaday, director of 
¢ their public relations of the Lockheed 
L any- Aircraft Corporation, Burbank, 

Cal., has been elected chairman 
I have of the national public relations 
some advisory committee of the Air- 


craft Industries Association. Mr. 
Canaday succeeds Joseph  E. 
Lowes Jr., director of public re- 
F lations of the Fairchild Engine & 
rd Airplane Corporation, New York. 

Chairmen of the regional pub- 
lic relations committees will serve 
as vice-chairmen of the commit- 
tee. They are Dale Armstrong, 
director of: public relations of 
Northrop Ajrcraft, Hawthorne, 


on my 


na me Cal., and Burdette S. Wright, di- 
ou and rector of public relations, Curtiss- 
more Wright Airplane Corporations, 
fish if New York. 


kind of ee 


— New Swift Programs 
ly one § ON NBC and WNBT 


sense Swift & Co., Chicago, beginning 

t at a Aug. 9 will sponsor “The Adven- 

tures of Archie Andrews,” dra- 

matic series aired sustaining by 

NBC for two years. The show will 

be heard at 10:30-11 a.m., EDT, 

joined J Saturdays, with a rebroadcast for 
Cc; New the West Coast. 

iter. The meat packer has also begun 

sponsoring the “Swift Home Serv- 

ice Club,” starring Tex McCrary 

and Jinx Falkenburg, on tele- 

Vision station WNBT in New York 

at 1-1:30 p.m., EDT, Fridays. It 

will be presented through other 

video stations after video network 

facilities become better estab- 


lished. Here, as never before, is the Los Angeles and Southern 


writ: hime California market brought up into sharp, clear focus . . . one of 
FOR . | 
i d trading area 
RCULAR © 61,500 retailers classified and the most comprehensive studies of a city and trading are 7 
routed. ; Fs 
ever made. Working with this Sales Operating Control q 
@ 48 city sales division maps for ; 


market visualization. you can project your planning far into the future easily, accurately 


@ 428 shopping centers and shop- 
ping streets located. 


and profitably. We will be glad to show this remarkable 


@ Sales managers’ maps of the Los new Sales Operating pattern to you anyume 


io A q J Py . e 
My Sy od mature, sonore) Angeles jobbing territory. 
pily, OY tc. Trouble 


For adverts! 
@ Air-view perspective map of the 
Los Angeles retail market. 


@ 6 sales managers’ maps of the 
suburban retail area. 


wide 


KANSAS CITY 6, MO A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE + OFFICES IN PRINCIPAL CITIES 
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Broadcasters Organize 


At a meeting in New Orleans, | 
representatives of every radio s ta- | 
tion in the state organized the | 
Louisiana Association of Broad- 
casters, with James E. EN 


)-3 of Grocers 
Plan Using More 
Display Material 


general manager of WNOE, New 
Orleans, as president. Other offi 
cers include Roy Dabadie of 
WJBO, Baton Rouge. vice-presi- | 
dent, and Fred Weber of WDSU, 
New Orleans, secretary-treasurer. | 


‘Progressive Grocer’ — 
Shows Which Types 
Will Be ‘Wastetul | 


SkyToPp LopcE, 
/haustive study of independent 
_grocers’ likes and dislikes for 
| various kinds of display material 
| was released here Tuesday at the 
| mid-year meeting of Grocery 
|Manufacturers of America. | 

Findings of the study, made by | 


DIE 
“CUTTING 
STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


; 325 W. OHIO STREET 
*, _ CHICAGO 10, ILL. es 
“— oo 5517-18 oe 


Pa.—An ex-| 


by Carl Dipman, 
monthly. Highlights of the sur- | 
vey: 

1. All but 


17% want card- | 


| types are most in demand. 


| to use. 


want display material to have 


| material. 


board floor dispensers and 49% | 
/will regularly use wall posters | 
| for produce departments. These 


2. Least liked among displays | 
are the easel-back card for check- | 
out counters, which only 11% will | 
regularly use, and lapel cards or 
buttons, which 59% do not intend 


3. Nineteen out of 20 grocers 
space for price insertion. 


4. Only 2% will use less display 
A third will use about 


questionnaires returned, or about 


15% of those queried in the sur- 
vey, Mr. Dipman said. It was 
made to “give manufacturers of 
food store products a better under- 
standing of what the retailer needs 
and wants” and to help cut down 
“tremendous” annual waste of 
display material. 

He declared the survey explodes 


| turer-supplied display material.” 


‘Dead’ After a Week 


as much in the future as at pres- 
ent, and nearly two-thirds will 
use more. 


Covers 20 Display Types 


The 47-page study shows the 


| grocers’ preferences for 20 types 


Answers are | 
self-service, 


of display material. 
broken down for 


| tion. . 
The report is based on 1,247 


| more selective in regard to the 
acceptance and use of display ma- 
‘terials. It appears that self-_| 


_ Progressive Grocer, were disclosed | semi - self - service and counter-| service stores use practically as | 
editor of the | service stores, by size of store, by | much display as other stores.” 
size of city and geographic loca- | 


Analyzing the findings, Pro- 


cers find display pieces usually 


MEN WHO KNOW SELLING --- KNOW NATIONAL 


pon sy 


ptgete > corps rere 


he 


PES %y, de 


Your eyes deserve the best,” and the American 
Optical Company lives up to that slogan with an 
eye-flattering loose leaf binder for their new 
Safety Catalog. 

The eye-appeal is focused on a large, em- 
bossed silver medallion, sunk into a delicate 
green leatherette cover that says “This is im- 
portant.” Practical requirements are met with 
National's exciusive ‘‘ Numer-Ring’’ mechanism: 
It safeguards the contents, makes page changes 
simple and will stand up under hard usage. 

Every National binder . . . for whatever pur- 
pose ... is designed and engineered to meet 


specific problems. Your inquiry is invited. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 
@ NEW YORK—-100 Ave. of the Americas @ BOSTON—45 Franklin Street 
@ CHICAGO-209 S. Jefferson Street 


THE 


HAVE 


says 


NATIO 


IT 


AMERICAN OPTICAL 


about their 


NAL 


designed Safety Binder 


FREE Our new illustrated catalog tells 


the whole National Catalog Cover story... 


explains many types of loose leaf mechan- 


and materials. Send for 


today. 


@ SAN FRANCISCO-785 Market St. 


isms and shows a wide range of designs 


rw. Yen 


the belief held by many that ex- | 
pansion of self-service is “sound- | 
ing the death knell for manufac- | 


| “The impression that self-serv- | 
ice meant the end of display ma-_| 
| terial,” the report points out, “may | 
have grown up because self-serv- | 
ice store operators are proving | 


used this copy in the Philadelphi, 


gressive Grocer asserts that gro- | Daily News to announce that the stor 


| 


|play pieces and that they prefe 
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A SENSATIONAL 


ANNOUNCEMENT 
Kahn's Will Credit the Differen: » op 
Any item You Purchase Here | the | 
Price Goes Lower During 1£47! | 


Se Nerd Te Waitl Bere’: 4 Price Poeticg Thet Guewens vou 
the Lenvost Ponsitte Price! a gigi ema oe 


GUARANTEE — Kahn's, Philadelphis 


will credit the difference on any iten 
purchased now if the price drops during 
19 


“dead” after a week’s use; thaf 
they do not want many large dis 


to use pieces with simple, direcf 
selling messages rather than wit! 
“product glorification” copy. 

The report shows that mora 
display material will be used }) 
71% of self-service stores, 63% o 
semi-self-service stores and 53° 
of counter-service stores; by 69: 
of grocers in small towns and 60 
in large cities; by from 54% ir 
the Pacific states to 74% in tha 
South Atlantic and _ east-north- 
central states. 


Want Magazine Reprints 


Operators of self-service store 
voted 57% for regular use of 
produce department wall poster 
and 22% for occasional use of 
such displays. Also rated hig 
by self-service stores, for regular 
use, were tuck-in cards for “end 
and floor’ display (43%), strip: 
for gondola and shelf moldin 
(41%), easel-back cards for en 
and floor use (40%), recipe and 
contest pads and envelopes (38% 
cardboard floor dispensers, win 
dow banners and general wal 
posters (37%); over-wire banner: 
(33%). 

Although only one-fourth of 
self-service stores will use maga 
zine ad reprints regularly, 57' 
will use them occasionally an 
only 18% will not use them 4 
all. Displays not to be used 4 
all by from 34% to 60% of thesé 
grocers include easel-back card 
for meat case tops, small vending 
cartons, window cut-outs, {loo 
cut-outs, light-cord displays 
stickers for meat case, windo’ 
and door decals, lapel cards an 
buttons, easel-back cards {0 
check-out counters and easel-)aci 
ecards for grocery counters. 


Many Comments Included 


ores 
use 


Among semi-self-service s 
46% said they make regula! 
of wall posters for produce de: 
partments, 42% for over-wire Dan 
ners, 41% for strips for gondoli 
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and shelf moldings and 40° f° 
cardboard floor dispensers. 

Counter-service store ope! 110! 
voted 41% for window baer! 
39% for over-wire banners, 38° 
for recipe and contest mat’ri@ 
37% for cardboard floor 
pensers, 35% for window 
outs and 33% for general wé 
posters and for molding str! 

The report includes 15 = 2&§ 
of comments received by dale! 
of various sizes and types. 


Turner Joins Parks 
Al Turner, formerly direc 

advertising and publicity fo: ‘ 
Stevens and Continental Ht 
Chicago, and editorial repres 
tive of Variety, has joined hbé® 
Parks & Co., 
velopment agency, 
ecutive. 


as accoun' & 


Chicago, busines: ©) 
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Future Gloomy | 
for Wholesalers, | 
Vergil Reed Warns 


Trends in distribution | 


BOSTON 
joint toward a gloomy future for 
the wholesaler, and a_ rapidly- 
hanging future for the retailer, | 
Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Company, told the annual alumni 
.onference of the Harvard Grad- | 
uate School of Business Admin- 
istration here June 7. 

Wholesalers face a _ growing 
trend of manufacturers toward 
setting up their own wholesale 
branch offices, and an increasing | 
number of retailers who deal di- 
rectly with manufacturers. While 
wholesalers’ dollar volume has 


,|Crown Publishers’ campaign for | ag age <—os 
“The Book of Houses,” by John P.| Big Fall Drive Readied 


rhe 


he thinks. Chain stores wiil de-| vertising managers of their re- 
crease in number, increase in spective publishing houses by the 
size, as independent stores will, adclub. J. A. McKaughan is Lip- 
also increase in size. pincott’s ad manager; Bennett 
Cerf, Random House; Hilda Liv- 
|ingston, Grosset & Dunlap, and 


‘Egg & L’ ‘Impresario,’ |Edward Delefield, Crown Pub- 


‘Laughing Stock’ Ads Win lishers. Denhard, Pfeiffer & Wells 


<8 . | Advertising Agency handled the 

J. B. Lippincott Company’s ad|“Egg & I” campaign, with Suss- 
campaign for “The Egg & I,” by|man & Sugar handling the other 
Betty MacDonald, was judged the | three. 
best among book campaigns of | antipeeaerbeien 
1945-1946 in the budget category s 
of more than $10,000, in the Pub. |Deuschle Joins Acme 
lishers’ Weekly-Publishers Adclub| Basil C. Deuschle, most recently 
contest, the first since 1944. Addi-| vice-president and general man- 
tional awards went to a Random | ager of Fairfield Lumber & Supply 
House campaign for “Impresario,” | Company, Fairfield, Conn., as well 
by S. Hurok, in the $2,500-$10,000 | as president and active manager 
category; to a Grosset & Dunlap| of Fairfield Furniture, Westport, 


campaign for “Laughing Stock,”’|Conn., has joined Acme Shear 


'by Bennett Cerf, in the category |Company, Bridgeport, Conn., as 


not exceeding $2,500; and _ to| general sales manager. 


been up substantially, it is Mr. | Dean & Simon Breines, as the best | 
Reed’s opinion that they are “get- | individual ad likely to stimulate for Arch Preservers 


ting a smaller and smaller piece | 
| book buyers. 


of a bigger and bigger pie.” 


interest of persons not habitual E. T. Wright & Co., Rockland, 
Mass., will launch an expanded 


Prizes were;presented to win- | fall campaign for Arch Preserver 


Wholesale Failures Increase ning publishing houses by Pub- 


| shoes for men with a color spread 


in Newsweek and 


Time in Sep-, helps, 
tember, October and December. A ules, 


special cooperative 


campaign will run 


in 


including 
displays, 

newspaper | cards and 
New York 
City newspapers, and a new and 
greatly increased line 


57 


football .sched- 
mailers, counter 


mats, will tie up with 
the national program. 
H. B. Humphrey Company, Bos- 


of dealer ton, is the agency. 


* There is no substitute for Circulation * 


NJ reaches monthly EVERY 
Retail Jewelry store’ in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a_ greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,000 copies. 


Significantly, rates of failure are | lishers’ Weekly 


and personal |in the October issue of Holiday. 
increasing in the wholesale cate-_| prizes were awarded to the ad- | Black and white ads will appear 


ESE SIR oe 
PS 


Every 


.... RETAIL JEWELRY STO 


wt 
CHARTER CCA MEMBER 
—_- 


LOTR 


N AMERICA 


Because jewelry stores spe 
cialize in small, portable 
*‘quality’’ articles exquisitely 
designed for personal or 
home use — durable articlk 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 


tributing thru jewelry stores. 


| CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


gory—from January to _ April, 
1946, there were 32 failures, for 
the same period in 1947 there 
were 122. | 

There will always be whole- 
salers, Mr. Reed conceded, since 
branch office expansion has _ its 
limits, and he commended the re- 
search in marketing and selling 
practices now being conducted by 
some wholesalers’ associations, 
naming specifically the National 
Wholesale Druggists Association 
and the Wholesale Dry Goods In- 
stitute. 

The retail picture has remained 
fairly static, with few increases 
in the amounts of volume done 
by variety and chain stores, lim- 
ited expansion of department 
stores, and little growth of con- 
sumer cooperatives and direct-to- 
consumer selling, he noted. 


Supermarkets to Increase 


He recalled the tendency to 
branch out: Grocery stores sell- 
ing drugs and cosmetics, drug 
stores selling hardware, filling 
stations and garages assuming 
new lines. 

On a familiar Reed theme, he 
predicted a rapid growth of 
supermarkets due to increasing 
suburban trends, and cited the 
growth of self-service stores of 
all types. 

The number of retail outlets 
will grow—except chain stores, 


IN ST. PETERSBURG — TAMPA 


Look What You Get! 


4 lakes within walking distance; swimming, 
boating, skating in season. 8 golf courses, 
207 tennis courts. 2 yacht clubs, 5 arch- 
ery ranges available. Handy to 5,000 
acres of beautiful parks and playgrounds 
with bridle paths and ski trails. Fine hunt- 
ing and fishing only 1 to 3 hours away. 


Superb facilities for every sport. Con- 
venient to all cultural and commercial ac- 
tivities of two cities with almost a million 
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This Is Gandy Bridge 


which joins the neighboring 
cities of Tampa and St. Peters- 
burg. These two cities make up 
one of Florida’s greatest Metro- 
politan Markets . . . And 40% = 
of this market—2 out of 5 buy- 
ers—live in St. Petersburg. 


population. Close to good schools and 
colleges and America’s second largest 
university. Reason for selling: family 
moving to new resort down the street. 


Actually, that’s a private family 
home you see pictured here. And if 
it were for sale, you’d be lucky 
although it’s only one of many, many 
Minnesota homes that offer these 
same unusual advantages for health- 


In St. Petersburg no Tampa 
paper has as much as 600 aver- 
age daily circulation. To sell 
this important 40% of the 
Tampa-St. Petersburg market. 
use St. Petersburg’s own news- 


papers. ful, happy living. 
Is it any wonder that people like 
ROBUR URI to live in Minnesota? And is it any 
b e r 
7 VEPEND 
: b EVENING 


wonder that this Minnesota way of 
life attracts an exceptional race of 
people? If your business depends 
upon workers of high skill and in- 
telligence, of unusual stability and 
productivity, it will pay you as it 
has many manufacturers to get a 
first hand view of Minnesotans in 
action. 

This is an invitation. Come to 
Minnesota this summer and mix a 
lot of pleasure witii a little business. 
First, head for the north country of 
forests and lakes where fine modern 
hotels, resorts and wilderness camps 
are ready to welcome you. Roll down 
to Minneapolis for the internation- 
ally famed Aquatennial celebration, 
July 18th through 27th. Take time 
to visit the thriving Twin Cities, 
Duluth at the “head of the lakes”’, 
and the lovely small cities around 
the state. 

And always —-watch these Minne- 
sotans! Their skills and versatility 
are evident in the variety of nation- 


JOHN COWLES «© President 


YOURS —a year around vacation resort 


ally distributed manufactured items 
they produce. One example: the top 
quality, styled-to-the-minute under 
and outer garments, made by 108 
Minnesota firms and sold in Amer- 
ica’s best stores under the famed 
label: ‘‘Minnesota-Inspired.”’ 

One experienced engineering firm 
has said, ‘lhe great asset of Minne- 
sota is the unique skill and intelli- 
gence of its people.”’ One visit to 
Minnesota will convince you it’s true. 

And we believe that one visit will 
never be enough for you, once you've 
sampled this incomparable way of 
life. How about this summer? 


MORE THAN 


939.000 Sunday 
420.000 Daily 


in the 
<a iy UPPER MIDWEST 


Minneapolis Star . . . Minneapolis Tribune 


MORNING & SUNDAY 
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Two Appoint Dominion 


Dominion Distributors, Toronto, 
has been appointed sales repre- 
sentative for two new lines of pet 
food products: Flotill Products, 
Inc., Stockton, Cal., and Flag Pet 
Food Corporation, New York. 


|sales for the last week in May 
| were 12% over the dollar volume 
for the corresponding week in 
| 1946, the Federal Reserve Board 


reports. Weekly gains for the 
whole month held between 11 and 
13%. 


| week ranged from 3% in the San 
Francisco (12th) district to 20% 
|in the St. Louis (eighth) district. 


}and San Francisco, 
Highest gains were 32% in Nash- 
ville and 33% in Louisville. 
Compared with average weekly 
dollar volume from 1935 to 1939, 


Robinsoy, 


|the final May week were up ex- 
actly 250%. 


“That reminds me WEDF Flint still has | 
a few availabilities.’ : j 
of the Memorial Day holiday. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store . 


Gains by districts for the latest | 


Only two cities reported losses— | 
Dallas, down 1% from last year, | 
down 10%.) 


_U. S. department store sales for| istrict and city Apr. Apr. 31 


They were down 10% | 
\from the previous week hecause | 


Advertising Age, June 16, \947 


Plating Company has signe fo, 
a five-minute sports news pro. 
gram Monday through Friday 
6:55 p.m. (EDT). The busine 
was placed direct. In addition. 
Fischer Baking Company is ex. 


| WABD Signs Four 


Station WABD, New York, has 
added four new companies to its 
sponsor list. Pre-Yankee baseball 
game quiz shows, called “Faces to 
Remember,” will be aired for the or 4 — ved a = across- 
|Austin F. Nichols Company,|the-boar m telecast for ¢hij- 
through Alfred Lilly Company. | dren, called the “Small Fry Ciub” 
Pepsi-Cola has already started | ce eS 
one-minute spots before the after- | Jay Kel to Schneider 
— “:—"* and once 4 id wie 4 Kel ed Deere ee Oostuine 
| before e  nightcaps, roug ewelry manufacturer, has ap. 
Newell-Emmett Company. Perens | Schneider, Carton Ltd 

Young & Rubicam has _pur-| Montreal, to direct its advertising 
|chased time for one-minute} Trade publications are Carrying 
weather reports for General Foods | promotion for the new Aristofiey 
preva jos eg sane Soe _ ee —— “ three othe; 

ays wee o las roug e| lines of bracelets. onsumer ad- 
remainder af the year. Keystone vertising is scheduled for fall. 


“DEPARTMENT STORE 
SALES IND ; 


1935-39 EQUALS 100 


Week to May 31, ’47* .p250 
Week to June 1, °46* .223 
Month of April, 47. .p?74 
Month of March, °47.275 
Month of April, °46. .252 


| 
| 


*Not adjusted seasonally. 
pPreliminary. 


the case of the 


agitated art director 


who didn’t know that artype is smear- 
less, self-adhering, transparent and (black 
or white) ready for reproduction in a wide 
variety of type faces and designs. Now, 
at his desk, he “sets” heads, arrows and 
designs over finished art and photos. He 
meets deadlines — has stopped agitating. 


backing sheet @’ ~ 


. . . ies 
Printing on underside 4 
makes Artype smearless 


self-adhesive 


won't stick 


hand 
en ™» FREE! MAIL THIS COUPON TODAY 
poccc------ NG we +--+ +--+ - 
; Artype Incorporated 
: Dept. R, 30 East Illinois Street, Chicago 11, Illinois 
; Please send me your free catalog and sample of Artype. 
! 
; Name 
' 
i Address 
i 
: City Zone __State 
1 
: For Attn. of 
i 


Yr.-to-Yr. % Change 
4-Mo. Mo. Week 
| Federal Reserve Jan.- of May 
| UNITED STATES... 10 h 12 
| Boston District ... 10 2 18 
New Haven .... 4 (j 17 
ee 13 3 21 
Springfield ..... 4 -2 8 
Providence .... 2 -3 % 
New York District. ‘ 2 15 
OWOPR 26h ss a “ st) 
eae S 9 11 
MW TOEK «vcuss i) | 17 
Rochester ...... 12 S 13 
Syracuse .......; 15 , 12 
Philadelphia Dist... 15 s 13 
Philadelphia .... 13 8 11 
| Cleveland District. 10 5 11 
} PRIOR oiaaiecxss 7 11 10 
Cincinnati ...... 9 2 18 
Cleveland ...... S 1 11 
Columbus ...... S 3 13 
yg a 10 t 
Pittsburgh ae | 2 3 
| Richmond District. D 2 7 
Washington .... 2 3 D 
Baltimore «..... 7% 2 XS 
Atlanta District .. 7 } 3 
Birmingham D 2 19 . 
re Pree 13 14 16 
Aieeta ...:.:.. 2 —8 0 the St. Paul Dispatch 
New Orleans ... 11 17 
DOASRVIIIO ...... } 4 3: 


Chicago District .. 10 


tengo Dintetet 1) 18 and Pioneer Press are 
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Indianapolis .... & 10 8 
a eee 10 7 26 Ont B 6 Pn, 
Milwaukee ..... : ag 12 th 
| St. Louis District... 5 6 20 e Y Q7. yPeCrs 
Little Rock .... 1 an 3 0 
ROMISVINIG 4.25. FY 6 33 ao 
) EER pees 12 7 8620 y © 
| Memphis ....... i—-§ 16 
Minneapolis Dist... 15 12 a 
} Minneapolis .... 10 5 . 
| ae eee 19 15 * ° peop e in 
| Duluth-Superior. 10 i * 
Kansas City Dist... 6 7 
os ee 17 0 the St.Paul A.B. C. 
WRC. Sh awanr —4 -ti 2 
Kansas City ... 10 11 10 * 
St. Joseph ...... 8 14 2 i y A 
Oklahoma City . 4 2 6 € one . 
NN <5.5:4. 0:84 4.5 5 1 15 
Dallas District ... 3 9 
RIMAROS: 6 alsaee bss 3 —3 —1 
Ate wWeortn .. B. . 17 *Less than 10% of the people in the St. Paul 
i lo 4 ea . : 
San cehenie 9 10 12 City Zone read any other daily newspaper. 
San Francisco Dist 11! 4 3 
Los Angeles Area 11 1 2 RIDDER-JOHNS, INC.—Notiona!l Representatives 
Pp 
Oakland ..... im 0 l 
San Francisco 7 4 10 NEW YORK CHICAGO DETROIT ST. PAUL 
Sortiand ‘ a , > 10 342 Madison Ave. Wrigley Bldg. Penobscot Bldg. Dispatch Bldg. 
« eee , ‘ 
Salt Lake City.. 10 3 11 \ J 
DOMES 43246259553 0 10 


*Data not available. 


McKelvie and Buck 


Plan ‘Colorado Rancher’ 


Colorado Rancher & Farmer, a| 
semi-monthly, will be launched 
Sept. 13. It will be published by | 
Colorado Rancher & Farmer, Inc., | 
Denver, a subsidiary of McKelvie | 
Publishing Company, publisher of | 
the Nebraska Farmer. Sam Mc- 
Kelvie, publisher, and Glenn Buck, | 
associate publisher of Nebraska 
Farmer, are publishers of the 
Colorado Rancher. The page rate 
is $189, or 25 cents per agate 


ADVERTISING MANAGER WANTED 
BY BIG FOOD FIRM IN MIDWEST 


Are you thoroughly familiar with modern methods of 
market analysis, and the techniques of advertising and 
promotion? 

Are you a man with executive ability who works well 
with other people? 

Then this may be the opportunity you have been 


line. Copies will be sent to all attina’f 
54,000 RFD boxholders in Colo- waiting for. 
rado until net paid circulation 


If you are selected, you will be an advertising man- 
ager for a leading grocery manufacturer with a very 
well-established business in the Midwest. 


reaches 25,000. 

Marvin Russell, formerly direc- 
tor of information, Colorado A&M 
College, is managing editor, and 
R. W. Cockburn, formerly with the 
' Nebraska Farmer, is advertising 

manager. Western Associated 

Farm Papers is representative of 

the publication. 


You will become part of an organization where there 
are opportunities fora good man to grow, and will work 
with top advertising agency talent. 


If this appeals to you, send us a brief but complete 
picture of your business background and experience. 
We'd also like to know about your age, your education, 
and any vital personal Statistics you think important. 


1 
' 
I 
! 
' 
' 
' 
| Needles Elected V.P. 

i Ira G. Needles, general man- 
1! ager of the tire sales division of 
: B. F. Goodrich Rubber Company 
+ of Canada, Kitchener, Ont., has 
' been appointed vice-president and 
; general sales manager of the com- 
|} pany. 


Write box number 6737, ADVERTISING 
2nd St.. New York 18, N. Y 
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‘Victor Names Fielding 


Richard M. Fielding has been 
appointed advertising and promo- 
tion manager of the RCA Victor 
record department. Formerly as- | 
sistant advertising and promotion | 
manager of the department, Mr. 
Fieldmg succeeds J. M. Williams, | 
who recently was named adver- 
tising manager of the home in- 
struments department. | 
Geerer Joins Bureau | 

F. Wesley Geerer has joined the 
retail division of the Bureau of 


Advertising, American Newspaper 
Publishers Association, as assist- | vertising accounts, and for a year 
For | and a half he was manager of the 
Geerer was with the| sales development department of 
American Broadcasting Company. 


ant to the promotion manager. 


17 years Mr. 


Jersey Journal, 


Jersey City, 


han- | 


dling both retail and general ad- 


Your advertising to a 
most profitable field through 


the most profitable medium 
will produce the best results 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


6, 1947 idvertising Age, June 16, 1947 
re! for A ; Holmes Gets New Post 
re | Mexican Network Holmes Gets New Post 
Mi 7 |cently resigned as president of 
a tin Names Universal |Angostura - Wupperman Corpora- 
Rips ‘tion, has become president of 
Bh ams Representative |Pharmaceutical Organics, New 
yr chil. New YorK—Indication that York. 
’Club."fhnited States advertisers are still | Seager 
--eleome to spend money south of | ATF Promotes Hacker 
-ye border came when Radio Pro-| Fred A. Hacker, who joined 
cOstumefferamas de Mexico recently ap- Soa A= tage Meo 
“9 tae inted Universal Publishers Rep- of market research, has been pro- 
n Ltd. Bresentatives as its American office. moted to vice-president in charge 
erlising. = Most Mexican markets—of in- of sales research. 
meta terest to hundreds of U. S. ex-| 
© othe porters—are covered by the 80) 
ner aq. stations affiliated with Radio Mil | 
fall. XEOY in Mexico City—and its 
.etwork. Many of them are small | 
vatters, but most of the country’s 
—\ purchasing power is concentrated 
—_ around the cities in which these 
stations are located. | 
a Among American advertisers 
who are spending money to at- 


tract 
Motor Company, 
Company, Coca-Cola Company, 
Eversharp, Philco Corporation, 
Sears, Roebuck & Co., Elgin Na- 
tional Watch Company, Colgate- 
Palmolive - Peet Company, Gen- 
eral Motors Corporation, Pepsi- 
Cola Company, Canada Dry Gin- 
ger Ale, George W. Luft Company 
(for Tangee cosmetics), 20th Cen- 
tury-Fox, Universal Pictures and 
United Artists. 

Emilio Azcarrzga, Mexico’s 
radio, motion picture and hotel 
tycoon, to whom much of his 


\¥ v= 


ited, is the principal owner of 
Radio Programas de Mexico. 
Generally speaking, U. S. ad- 
vertisers in Mexico are dividing 
their. budgets between regular 
shows and spot announcements. 


Oneida Offers $3,000 
for Silverware Designs 


Oneida Ltd., Oneida, N. Y., 
maker of Community silverware, 
will award a total of $3,000 in 


midnight, Sept. 1. First prize will 
be $1,000; second prize, $500; 
third, $300; fourth, $200, and 10 


each. 


Judges will be C. Louise Avery, 
associate curator, 


ropolitan Museum of Art; Edgar 
Kaufman Jr., director, department 
of industrial design, Museum of 
Modern Art; Van Day Treux, 
president, Parsons School of De- 
sign, New York; Dr. Alfred M. 
Frankfurter, editor, Art News, 


ager of Oneida. 


‘Be Dumb Like a Fox’ 
Says Stewart-Warner 


mer advertising campaign for its 
South Wind car heaters will urge 
motorists to “be dumb like a fox,” 
“crazy like a squirrel,” and “give 
winter the horse-laugh” by get- 
‘ing a car heater during the sum- 
mer months. 
Collier’s, 


- Country Gentleman, 
ihe 


Saturday Evening Post and 

rade publications will be used, 

vith first copy scheduled to appear 

june 21." Mats and dealer display 

naterial also have been prepared 
MacFarland, Aveyard & Co., 
hicago, agency in charge. 


cash prizes for the 14 best original | 
silverware designs submitted by | 


Mexican buyers are Ford} 
Bristol - Myers | 


country’s radio progress is cred- | 


honorable mention prizes of $100 


department of | 
renaissance and modern art, Met- | 


ioOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 


& 
BUSINESS PUBLICATIONS EDITION 


and M. E. Robertson, general man- | 


Stewart-Warner’s special sum- ! 


Phe irrorsit a 


without on-the-spot radio 


If you wanted to address a crowd in the Yale Bowl, would you 
stand outside and shout? Well, the 2 Billion Dollar Beeline 
market——California’s valleys plus Reno—is roughly bow! 
shaped. So in this mountain-circled market the only effective 
radio coverage comes from stations inside... on-the-spot radio. 


The combination is simple: In the Beeline market, use 


the five BEELINE stations because no other group of 
stations can match their coverage. 


Each Beeline station is the oldest in its area, each the local 
favorite. For example, figures based on BMB reports show 
station KF BK Sacramento with a 78% daytime-nighttime 

: average rating for the home-county audience. Why not find out 
what any or all of these Beeline stations can do for you? 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 ke. 


Reno (NBC) 
1000 watts 630 ke. 


6 Meg 6 a0 


1410 ke. 


ce 
cay 


or 
. 


Me ‘CLATCHY BROADCASTING ¢ COMPANY 


KERN 


Bokersfield (CBS) 
1000 watts 


KWG 


Stockton (ABC) 
250 watts 1230 ke. 


Fresno (NBC) 
5000 watts 


DT) elite ht a Nake LY Ele aI al a ol 


£ 


KMJ 


Db Nas 


580 ke, 
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Rankin Takes Issue 


With Story on Young 

To the Editor: You know the 
high regard I have for your pub- 
lication, dating back over the 
years from the first issue of Ap- 
VERTISING AGE. 

Therefore, you can imagine my 
surprise and amazement when I 
read Lawrence M. Hughes’ article 
on Page 48 of the June 2 issue: 
“Young Plans to Merge All Rail- 
roads Into 15 Groups; Seeks Union 
Pacific for ‘Own’ System; Fed- 
eration Grows.” A full page fol- 
lows with the most unfair state- 
ments of “what might be,’ but 
never will occur—damaging to the 
Union Pacific RR, to the Harri- 
mans, both Averell Harriman, 
Secretary of Commerce, and 
E. Roland, UP chairman, as well 


This department is a 5s Soaliey" s fateme, "Eeltees are welcome. 


as to the New York Central RR, 
the Vanderbilts, Gustav Metz- 
man, president, and the morale 
of their employes. I only have to 
quote the first paragraph of pre- 
dictions of things to come—and 
which will never happen—to 
prove the unfairness of Mr. 
Hughes’ article: 

“Soon after he (Mr. Young) 
becomes chairman of the board 
and active boss of the New York 
Central—probably this summer— 
Robert Ralph Young may be ex- 
pected to move vigorously to get 
control of another of the nation’s 
Big Six Railroads, the Union Pa- 
cific.” 

This sounds like an advertise- 
ment for Mr. Young and his Fed- 
eration of Railway Progress, 


and | 


as though Mr. Hughes has treated | 


his interview with Mr. Young as 


facts instead of “wishful think- 
ing.” As a reader and supporter 
of ADVERTISING AGE since its 
humble beginning, I wish to pro- 
test in my own name and with- 
out representing or having any 
other interest than to have Ap- 
VERTISING AGE give both sides of 
any story, and not this one-sided 
attempt to promote only one man 
who, to say the least, is a dreamer 
who is using the force of adver- 
tising and free publicity fairly or 


cannot do the impossible! 


fair and unbiased article about 
Mr. Young in June Fortune, which 
I ask you to read. 

“Once a Railroad man, always 
a RR man.’—Before becoming an 
advertising and public relations 


| “designs” 


JIM SAID I LIKED. A 


, 
& 
° RTISING | 
| 
I. we Sie : 
SURE, BOSS, MY SALES WE'VE GOT 30 MILLION 
ARE DOWN. | DON’T J NATIONAL CIRCULATION 
. "i GET THE —FULL COLOR-—3 MILLION 
| ADVERTISING THE CIRCULATION IN TOWNS /“™ 
OTHER FELLOWS GET. UNDER 1000 WHERE \<tS 
YOU SELL. Ye 
BUT S.T. SAYS A THIRD Ps 
OF THAT CIRCULATION SUT WE CAN'T USE 
ry TO SUGURBAN 
OUR CAMPAIGN IN 
MALL TOWNS. THAT GRIT—GRIT DOESN'T 
aeaus TRUE SMALL TOWNS pain?in COLOR: 
ONLY 58% COVERAGE. 2 
5. 3 6. 


MAKE SPECIAL ADS 
FOR GRIT. IT'S BETTER 

THAN TAKING A 
HANDICAP IN 12% OF 

YOUR MARKET. 


G 


O.K.— 


WE'LL GIVE GRIT A 
B& W SCHEDULE. WE 


NEED IT. IT WILL BOOST 
OUR TRUE SMALL TOWN 
COVERAGE BY 20% AND 


Sa5 
eS 
OVERCOME JIMS ao 5) 


There is a market of more than three million families in True Small Towns 
beyond the influence of Metropolitan Market Districts and this market 


is not adequately covered by the multi-million-circulation urban publications. 


Grit has the greatest concentration of True Small Town circulation of any 


national publication. 


it takes Grit to supplement your coverage in 
True Small Towns. Ask the Grit representative to show 


you "S. T.—Small Town or Suburban Town.” 


ALL TOWN AMERICA’ 


GREATEST FAMILY WEEKL 


SMALL TOWN OR 
SUBURBAN TOWN— 
HAVE YOU READ IT? 


GRIT PUBLISHING CO., WILLIAMSPORT }.PA 


man, I worked for the M.D.T. 
Company, the L&N and the IC, 
and I always have kept myself 
posted on the railroads ever since. 

Therefore, I wish you would 
publish this letter as a_ protest 


against what I think is unworthy | 


of ADVERTISING AGE, 
and Mr. Hughes. 
WILLIAM H. RANKIN, 
William H. Rankin Advertis- 
ing Company, New York. 
[Editor’s Note: Mr. Young’s 
on the New York Cen- 
tral have been published widely 
since they first appeared in AA 
months ago, but no one seems to 
have denied them. His “designs” 
on other railroads are legitimate— 


its publisher 


Sainte ¢ eer Wrage ,and important—news, and we see 
MESRIESY VO PANS S58 KECOINS Come | nothing unfair in reporting them.] 
true, and I know even advertising | 


ICS Spent $13,981.76 


My source of information is the | ¢ ea 
in Newspapers in ‘46 
| To the Editor: 


of the May 19 issue of ADVERTIS- 
ING AGE, featuring national adver- 
tising expenditures in newspapers 
in 1945 and 1946, the ICS are not 
even included. And yet, in 1946, 

newspaper advertising ex- 


our 


! | penditure totaled $13,981.76. 


PAUL V. BARRETT, 
Director, Advertising and 
Prospect Service, Interna- 
tional Correspondence 
Schools, Scranton, Pa. 

v v v 


Cites Ability’s Handicap 
on Bush-League Pay 
| To the Editor: Bouquets to you 


| Sor your editorial in the May 26| 


| issue—particularly the expression 
|contained in your fifth paragraph 
‘that the advertising manager gets 
too little, and that in all too many 


| instances, management still seems | 


‘to think there is nothing wrong 
‘with having a big-league budget 
administered by men who get 
bush-league pay, despite their 
| ability. 


Too often, the advertising man-_ 


ager with a thorough knowledge 


of all the elements that enter into 


the business of advertising; art, 
layout, production, placement, etc., 


and in addition knows from A to 
Z the commodity he is merchan-|an 
intimate 
_ |contact with the specialists of the 
advertising agency who have one 
job to do, but who are earning 
from twice to three times as much 


dising, is thrown into 


as he. 


Your last paragraph concerning 
the advertising manager with real 
stature in his company and ade- 


In Section Two | 


ivertis 
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“C 
quate compensation, emph. <j), aa 
another point well taken. io fh, pre 
/often does the bush-leaguer ),\f8, igree 
|the authority to set about ¢g ‘tip, 4 w 
|a new agency if he’s wi: vricgf, ogist: 
‘about getting his money’s \ opt) treme 
He can hint, cajole and shake }jx wards, 
finger under management’s jog gra 
to no avail but, let an outsiccy jy ymbla 
the boss’s salary Class dro}, on¢ wife 
hint, and there is a change yey. cocon 
night. ; P 

GEORGE F. PENNY. pee 

Valley om N. Y. Any 

(oe . ; 

Pres. Enjoys Making | » 
Awards in Person chran 
To the Editor: In March, we® $101 
advertised a contest in newspapers) ; 
from California to New Englangt °e’ ™ 
and from Texas to Minnesot, PY ™2i 


|Enclosed you will find a proof off/0“ eff 


| one of the advertisements, givinofP* id to 
details. vas de 
raising 


The same city which produce 
the winner of our Eno $1(0-,- 
month-for-life contest (Mrs. Mar. 
|garet Norman), who has bee; 
collecting $100 each month sineg 


air ar 


Adve 
Coun 


ure 
zirls. 
are “tl 
1ew CC 
The 
ylete. 

n the 
ionwi 


The 

homy 

| PREXY OFFICIATES—Charles J. Wee. § Miss 
don (center), president of County Per. Jone Ww 
fumery Co., bestows prizes in the Bry fhe 19 


creem contest to (left) Daniel P. Mae. 
loy, Walgreen manager in Springfield 
Mass., who received $250, the first 
prize for druggists, and Daniel C. 
Trombla, also of Springfield, who won 

the $2,000 first prize for consumer. 


1936, (and will do so as long a 
she lives) also produced the firs: 
prize winner of the Brylcreen 
$5,000 contest. Daniel C. Trombla 
accountant of Springfield 
Mass., won the $2,000 first prize 

Two. different organizations 
judged the Eno and the Bry)- 
creem contests, neither firm 
any way connected with us, ye' 
Springfield took top honors 1 
both. 

Charles J. Weedon, our presi- 
dent, made the $2,000 award t 


From C. 


We ma 
@- 


well ; 
ertis 
any. 


Gec 
‘olor 
he “‘f 
ace” 
ime, 
Hai 
even 
S COr 
ret di 
his y 
hat 
O.S. to Stymie Light, aiti 
urns 
ke type tell your story right. J: . 


| maz 
| 60 isd 
> _ ET ree a ee es Ci OEE MLE SE SE REIS. EM SG EE SE eli ge SRLS en “rer ee 
iin te Fk RE pes a eS inte Oy pils apie oa ae i ee. be Rw a 
Ne Voice of the Advertiser + 
a ach sy e@) /avy / 0 EE f / 2 L = 
Me Vovce chine Advertiser 3 
Sime §6 CLce Cf Ute F NOH» 
3M * ? SiS SES SS SO 
| —$§$—_§___ i 
: 
r Fi ee 
| 
| 
ni 
| 
| | | 
| | ee 
Hi | — 
; ; 
pail i 
: | 
ial —_—_—____—_—_— 
| ee 
~ Inc., 
| - 
| : spond — ; litt iia ili ——w *y P oe ‘ a 4 . a % . P 
| | BE : 7 elo , e as ‘ i ag . ar N 
Bad et ates - ee , 
|! eae a oh od Bed fis ae 
| , (Zz 
: 5 aad lg ‘ 
| | ae oy ain S Binge ~ Bi 
| a _ 
: | ‘eer? 
. ee 
ee } 
1} 4 J 
| 
| ; 
| bi 
a en 
He | 
. P 
i | 
Wi 
| , : 
| n ve 
* | 5 
hk my ; te : \J 
Be es Fe: t _- . a ‘ ¢ 
ir 
é n 
= | @ 26 
7 de - | § 
3 San 5 * he eye “Runkle + Thompson + Kevets » neg | 
ee VPN Lp, _ Advertising Typographers & 


ivertising Age, June 16, 1947 


‘- Trombla in person, in the 
Ph size. ringfield Daily News office. He 

1.9 presented Daniel P. Maloy, 
avayalgreen’s manager in Spring- 
d. with $250 (first prize for 


ggists). He said he derived 
} \ orthf-treme pleasure in making these | 
lane hisards, especially when noting 
US nose grateful expression on Mr. 
sicier j ymbla’s face, and the glee of | 
rO}) onelis wife and children. | 
3¢ over-M Second and third awards were | 
ico made in person. M. J. Folens- 
NY, » presented Luther Myhro, of 
N.Y Angeles, with his $500 prize, 
Arthur Starin, advertising 
J anager, presented Mrs. V. J. 
chran, Washington, D. C., with 
rch, weger $100 prize. 
vspapersy Mr- Weedon congratulated 264 
Englanagtner Winners ($25, $10 and $5) 
nnesots fp? mail, and the response proved 
proof ofpow effective it is for a company 
;, givinogpead to thus contact winners. He 
“vas delighted with the response 
roduce; raising the product—a cream oil 
$100-a.gpair dressing. 
rs. Mar. fs A. A. STARIN, 
as beep) Advertising Manager, The 
th since County Perfumery Company, 


lot of weight in the offices of ad- 
vertising and modeling agencies, 
as well as in the studios of com- 
mercial photographers . . so it 
would mean much to “‘Miss North” 
to appear in the columns of your 
publication. . . 
D. D. THOMPSON, 
Newton, Ia. 

[Editor’s Note: Sorry our in- 
formation was not complete, 
sausing us to overlook the fourth 
ind prettiest Dr. Pepper cover girl. 
Here she is.] 


7", ¥ 


?lan Man Gets a Plug 


To the Editor: Your Copy Cub 
n the May 26 issue of AA points 
ut that a “skilled idea and plan 
nan” offers his services in creat- 
ng “radio that snares dimes and 
10x tops by the million.” 

Then Copy Cub asks, “Why not 
start manufacturing your own box 
tops?” 

Seems to me C.C. is off on the 
wrong track. If I had a radio pro- 


Inc., Bloomfield, N. J. 


> 2 FF 


Miss North’ Is Fourth 
Dr. Pepper Winner 
To the Editor: On Page 63 of 
¥ ‘our May 26 issue there is a pic- 
ure of three Dr. Pepper cover 
Sm Wirls. The caption says that they 
ge thre “the country’s three prettiest 
# i fhew cover girls.” 

The story, however, is not com- 

There were four winners 


® 

ig ylete. 

foe Bn the Dr. Pepper Company’s na- 
~ ae, 


ionwide beauty contest. 


The fourth, Amilee Adams 


hompson of this city, was named 


fied with the commission on the 
billing. And I imagine there are 
a lot of advertisers who would be 
glad to pay it. 

But seriously, if this 
gag on the part of Copy 
like to know how to get in touch 
with the “skilled idea and plan 
man” to whom he refers. 

A. N. BAKER, 

President, A. N. Baker Adver- 

tising Agency, Inc., Chicago. 

[Editor’s Note: The 


is not a 
Cub, I’d 


| fied ad in the May 19 issue of AA. 
|A letter to Box 8951, ADVERTISING 
| AGE, Chicago, will reach him.] 


- © 


| Reminder from Amvets 


| To the Editor: 
| your attention to an error in your 


| May 19 issue. In a column headed | 


i\“NY Amvets Elect” you set forth 
|details of the election of the ad- 
vertising chapter of the American 
Veterans Committee of New York. 

Amvets (American Veterans of 


gram that snared dimes and box | World War II) is a middle-of- 
tops by the million I’d be satis- | the-road organization and is in no | that Lassie, the M-G-M canine 


“skilled | 
idea and plan man” had a classi- | 


I wish to call | 


way affiliated with the AVC 
(American Veterans Committee). 
Amvets has an advertising post 
in Chicago, but the New York 
chapter is not a member of our 
organization. 
MARIAN E. LONG, 

Secretary to Ray Sawyer, Na- 

tional Commander, Amvets, 

Washington, D. C. 


7, ¥ F 


‘Agency Goes Up a Notch 
To the Editor: June 2 Brown, 
Ayers & McDowell, Inc., moved 
to new and larger quarters on the 
eighth floor of their present loca- 
tion at 209 Washington St., Bos- 
ton. Same address, same _ tele- 
|phone, same _ people, just one 
| flight higher and better, that’s all. 
JONATHAN Brown III, 


President, Brown, Ayers & 
McDowell, Inc., Boston. 
> @. 9 


She Likes V.P.s, Too 


To the Editor: A story in the 
May 12 edition of ADVERTISING 
| AGE informs this credulous reader 


61 


star, now has her own radio show 
“Lassie Comes Home.” So now, 
besides her various other accom- 
plishments, this paragon among 
canines can talk. Or does she 
merely add an expressive ‘“‘woof” 
to the dialogue of her biped col- 
laborators? 
R. E. HartTNey, 
Georgia Hardwood Lumber 
Company, Augusta. 


Famous 
Features 
Annual Report Survey 
- +» digests, defines ‘ pA 
and clarifies Oscar of Industry 
the Financial News , Awards - 
Send for booklet: imdend Honor 

“A Keystone for | Stock Factographs 


Public Relations” 


FINANCIAL WORLD 86 Trinicy PIN. ¥.6 


his 7s Yoledo 


.WORLD’S NO. 1 COAL PORT” 


The old saying, “It’s like carrying 


coals to Newcastle’, emphasized 


coal. Today, that 


figures recently 
chief coal port. 
pense of the Brit 


from unduly ard 


regain lost ground in the near 


future... but at 


Toledo is justly 


of the world. 


; J. Wee. Miss North” by Harry Conover. 

ounty Per. Jone will appear on the cover of 

| the Bry the 1948 Dr. Pepper calendar, as 

‘el P. Ma. 

pringfield 

the first 

Daniel C. 

who won 

ynsumer. 

; long as 

the firs 

rylcreen 

Trombla 

ringfield 

rst prize 

nizations 

ne Bryl- 

firm 

) us, yet 

onors if 

ur presi- 

award ti 
well as on posters and other ad- 
ertising of the Dr. Pepper Com- | 
any. 
George Greb, noted New York 
‘olor photographer, called her’s 
he “first fresh and naturally lovely 
ace” he had seen for a_ long 
ime, 
Harry Conover offered her a 
even-year modeling contract. She 
Ss considering it now, but has not 
et decided to return to New York 
his year. Conover said, however, 
hat the contract will be there 
aiting for her whenever she re- 
ity o> Se 

pright. Ft am enclosing a glossy photo- 


aph of Miss Thompson. She and 
it very 

ch if you will run her picture 
! your fine publication and cor- 
ect the erroneous story that ap- 


will both appreciate 


‘red in the May 26 issue... 


Ve are very interested in seeing | 


rrected story for two reasons 
Miss Thompson’s 
a copywriter in the advertis 
department of 
mpany, and I have a numbe 
Iriends who read your publica 
n as 
zes NBC vice-presidents; Mis 
ompson has a number of “feel 


's. Your magazine carries 


the Maytag 


- TOLEDO BLADE 


a e 


husband) | 


regularly as Fred Allen 


S One of America’s Great Newspapers 


the British city’s pre-eminence in 


be revised to read, “It’s like carry- 


ing coals to Toledo”, for official 
that Toledo is now the world’s 
wish to take top spot at the ex- 
and shipping industries, suffering 


...We hope that Newcastle will 


portance as the leading coal port 


saying may well 


released show 


Toledo has no 


ish coal mining 


uous conditions 


the same time 


proud of its im- 


e 
* 
e 
° —...and this is the TOLEDO BLADE 
Ps Toledo’s superb location gives it many advan- 
e tages, as a point of concentration, manu- 
. facture and shipping of raw materials and 


e REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


out now for new modeling MEMBER OF AMERI 
Most of them are being in- 
need by her recent selection . 
Harry Conover as one of the * 
on’s four most beautiful cover e 


CAN NEWSPAPER ADVERTISING NETWORK 


Write for 


“This is Toledo” booklet 


finished products, and as the center of a 


region of great agricultural wealth. With 
its 555 diversified industries and the farm 


produce of the rich 14 counties forming 


the retailing trading area, Toledo offers 
in fact a “Double-Value” market...a 
market fully penetrated by one paper, 
The Blade, with a coverage of which 
any paper might well be proud. 
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Practically everything... 
and so almost as many women 
as men are reading TIME! 


ACH WEEK 1,500,000 women, most of them 

wives and daughters of the 1,800,000 TIME- 
reading men, prove they are interested in just 
about all the news in the world a busy person 
needs to know. 


Here are the ratios of women readers to men for 
each of TIME’s Departments—based on a contin- 
uing study of TIME readers: 


Art.............. 99 Women 
Books ........... 115 Women 
Business.......... 68 Women 
Canada.......... 76 Women 
Cinema.......... 121 Women 
Education........ 96 Women 
Foreign News..... 81 Women [m 


International...... 82 Women Fo 
Latin America .... 75 Women gel 


Letters........... 97 Women Al 
Medicine......... 102 Women 09 
Milestones ....... 107 Women ( 


Miscellany ....... 101 Women men 


Music ........... 107 Women 
National Affairs... 86 Women 
People........... 102 Women 
Press............ 81 Women 
Radio............ 85 Women 


Religion......... . 104 Women 
ick évawar . 74 Women 
ee ... 52 Women 
Theatre... .. ....+ 118 Women 


So cover-to-cover readership of TIME is a femi- 
nine as well as a masculine habit, coast to coast. 


TIME’s 1,500,000 feminine readers are among 
America’s most alert and active women. In a week 
they do more planning and discussing and man- 
aging, in the home and out—more buying and con- 
suming and recommending—than most women do 
in a month. 

When you can get their interest, you've got 


something. And the best place to get it is in TIME. 


&l 
alge 2 ° : 
tae Ch Wn, en Pick 
‘nature ASS): « m4 An earh, an maki? 


hat in TIME interests women’? NOt jus? Fred Allen! 


> The TIME story above was read by 101 
women for every 100 men. Perhaps Fred 
Allen is a “natural’’ for feminine reader- 
ship. But for every 100 men, a story in that 


same issue’s Business and Finance Depart- 
ment attracted 89 women... an article in 
National Affairs, 99 women . . . in People, 
104 women... in Medicine, 98 women. 


| ...read every week by the men and women 


who are everybody’s Best Customers. 


dvertis 
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PHOTOGRAPHIC 
REVIEW OF 


THE WEEK 


‘Hucksters’ Work Hard on the Screen 


M-G-M’s slightly watered-down version of “The Hucks- 
ters” features the trials and tribulations of Fred Wake- 
man’s advertising. satire, but with a happier ending than 
the original. Here are a few stills from the picture. 


ULCERS — 
Agency presi- 
dent Kimberley 
(Adolphe Men- 
jou) shows his 
ulcers visibly as 
he tells hero Nor- 
man (Clark 
Gable) his 
troubles on the 
Beautee Soap ac- 
count. 


ON THRONE 
—Evan Llewel- 
lyn Evans (Syd- 
ney Greenstreet) 
dares his agency 
to come up with 
an idea he likes. 


IT'S LOVE—'Love 
that soap’ record- 
ing surprises 
everybody by win- 
ning the ogre's 
approval. 


IT'S LOVE — Vic 
Norman is ‘on 
the beam' and 
his client loves 
him, for the mo- 
ment, at least. 


WATERY END— 
Hero Vic, fed up, 
is about to dem- 
onstrate that 
Evans is all wet 
by dumping con- 
tents of carafe 
on his head. 
There goes that 
$35,000 job! But, 
unlike the book, 
the lady loves 
him and all ends 
happily. 


ONE MAKES TWO—Falcon Pipe Co., 


Fort Wayne, Ind., is distributing this 
new setup made of the two halves of 
an actual pipe mounted on 3/1I6-inch 
plastic to demonstrate the product's 
function. Three-color decals are used 
for the lettering. J. Wesley Dye, Fort 
Wayne, is the agency. 


To the public: — 
YOU SAVE ‘3,000,000 


Ebling 


Premium Beer ng 


~{O« 


A BOTTLE 


Sethe 


SAVING—Ebling Brewing Co., New 
York, is running a campaign in 22 
newspapers of the New York metro- 
politan area to announce that the com- 
pany's standard 12-ounce bottles of 
beer and ale are retailing at 10 cents. 
Hiram Ashe Advertising Associates, 


New York, prepared the copy. 


RSVP—Dick Holbrook, BBDO, looks at 
the RSVP—"rotary set for viewing pos- 
ters'—he invented to show panels in 
action as they would be viewed by a 
motorist. (Story on Page 19.) 
Oe oe Kae 2 oh i mee Slt 


ee 


IN A HUDDLE—George Halas (right), 
receives from H. G. Smith, vice-president of McCann-Erickson, 
contract for sponsorship by Standard Oil Co. (Indiana) of all regular season 
football games. 
of Standard; Hugh Gallarneau, Bears halfback; A. W. Peake, president, Stand- 
ard of Indiana, and Bert Wilson, who will handle play-by-play broadcasts on 


owner-coach of the Chicago Bears, 


a four-year 


In the rear (left to right) are Wesley |. Nunn, ad manager 


WIND, Chicago, WQUA, Moline, Ill., and WDZ, Tuscola, Ill. 


DEVELOPING 
ENLARGING | 


fan 


fo tae f* 


d insco™ 


#82 42 


LL 
PLENACHROME FILM 
ae PE ES aah ee 


DEALER AlDS—These cut-outs are part of the wide assortment of promotional 

material backing the most extensive ad campaign in the history of Ansco 

Division, Binghamton, N. Y. Averaging 24 inches high, they are available in 

sets of four units each and are designed to promote photofinishing as well 
as store sales of Ansco films and cameras. 


NEW HOUSING FOR COAST AGENCY—Brisacher, Van Norden & Staff, Los 
Angeles agency, has moved into this new building of its own, at 1133 Crenshaw 
Blvd., Los Angeles 6. 


7 


of 


+ 
= 


7 ie 


JUNE DAIRY MONTH GETS A SEND-OFF—American Dairy Association Chicago, used this full color spread in the June | 
issue of This Week Magazine to launch the association's annual June Dairy Month promotion June is Dairy Month— 


Enjoy the good things of life” 


is the theme of this outlay of good things for ‘butter days 
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Schaefer Boosts Morris |'Resumes Beer Drive 


ag COAXIAL CABLES AND RADIO RELAY Launches Textilene Drive 

The F. & M. Schaefer Brewing Pilsner Urquell Importing Com- a ane _ , = — E. W. Twitchell, Philade!) hj, 

Company, New York, has ap- pany, New York, sole American ‘| producer of paper products fo» jn- 

pointed John T. Morris advertis- agent for Pilsner Urquell beer, idustry, has scheduled 13. iwo- 

ing manager, succeeding Val A. has appointed Jasper, Lynch & color, half-page advertiseme: its jy 

Schmitz, resigned. Mr. Morris Fishel to promote the return of The Saturday Evening Pos: fo, 

has been with Schaefer since 1934,| this beer to the U. S. market. Textilene Sunsure fabric for \uto- 

j in both advertising and sales di-| General, foreign language and mobile seat covers. Gray & 

visions. | business publications will be used. | Rogers, Philadelphia, is th 
agency. 


|Kelly Joins Stromberg 


| William J. Kelly, for nine yea), 
/eastern district manager of Mc- 
_Graw Electric Company, has 
/joined Stromberg-Carlson Com. 
pany, Rochester, N. Y., as district 
| merchandiser in the radio sales 
‘division. He will cover the met. 
‘ropolitan area and the easter, 
| seaboard as far south as Virginia. 


Rode Elected 


Rode & Brand, New York ii. 
thographer, has elected Alfred 8. 
Rode Jr. as president. The conm- 
pany was founded in 1877 by Ed- 
ward F. Rode, grandfather of the 
new president. Alfred B. Rode S; 
| is chairman of the board. 


nen te) 


| TELEVISION NETWORK—As envisaged by the American Telephone & Telegraph 
Co., the nationwide network would look something like this. Commercial users of 
the AT&T service, either via coaxial cables or radio relay, will be charged $40 a 
month per circuit mile for eight consecutive hours daily. In addition, station con- 
nections for service on this basis will be $750 a month. Occasional users must 
pay $1.25 a circuit mile per hour plus $500 for station connections. This rate 
scale for inter-city video has been submitted to the Federal Communications 
Commission. 


| well as a cutting action. It is per- 
manently lubricated and adjust- 
able. 

_ Advertising for MontaMower is 
handled by Stevens, Inc. 


Prestige Copy 
Launched for 


MontaMower 


Granp Rapips, Micu.—Monta-| ‘Magazine Digest’ 
Mower Distributing tga eo to Take Advertising 
_maker of MontaMower, a law 
Magazine Digest will break 18 


EASY AS N.A.5, 


In Worcester County there’s 


no lack of qua@iniiyeetner. Retail sales 


cutting machine, has for the ie 
eight years stuck to 42-line, single- 
column copy which had its in- 
auguration in Collier’s. In 1939, 
the company expanded its num- 


years of non-advertising policy to 
accept a limited amount of adver- | 


| tising, effective with the October | 


issue. Special slick paper stocks 


have been reserved for the adver- | 


in 1946 reached $405,523,000. The ber of media, and today is run-| tising section, whieh —. be in| 
ning in about 65 publications. -addition to the regular pages | 
Worcester Telegreim=e@azette strongly a Shoe Ber scat Bos a four-color | Of editorial material. The Digest’s | 


influences thes® Worcester buying habits 
by completely @overmg the Worcester 
market. Daily @irewiation iS in excess of 
140,000 and Sunday circulation over 


100,000. 


*All figures from Sales Management 1947 Survey of Buying Power 


We TELEGRAM GAZETTE 


page in Collier’s, containing a 
copy of the customary smaller ad, 
and another color page in the 
May Better Homes 
The full pages, offered more for 
prestige than anything _ else, 
sparked a rousing amount of com- 
ment by readers, the company 
says. 

Unlike many companies, Monta- 
Mower neither has nor wants 
agents or dealers. All its trans- 
actions are handled by mail. The 
MontaMower machine weighs only 
8% pounds, and is said to be a 


|cett Publications, 
& Gardens. | 


circulation is more than 350,000. | 
Harland J. Nordbye, formerly 
with Esquire, Coronet, and Faw-| 
has been ap-| 
pointed advertising director, at og 
offices at 8 W. 40th St., New York. 
—_—_—_—_— | 


Howard Appoints Seidel 


Howard Knitwear Company, 
New York, has appointed Seidel | 
Advertising Agency, New York, to| 
direct its entire account. The} 
agency has previously handled 
only the account of Judy Blouse 
Company, Howard subsidiary. | 
Newspapers, consumer magazines, 


NEWSPAPEI 


Hometown Weeklies are really read 
front to back — because each reader, 
knows his own name might be in any 


issue. That's something he wants tof. 
see. He'll see your name, too, and your 
if it's there. 


selling message 


bublis 
subse 
aling 


trimmer as well as mower and,| ‘trade publications, and dealer pook. 
- WORCESTER, MASSACH USETTS| to the joy of lawn cutters, is self- on a og material — 8 il s 
2 ‘ ve 7 ; / , used in e campaign for its ractiy 
GEORGE F BooTn Publisher sharpening. It is made of eight Kangaroo Pouch sweater for chil-_ ay 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL scinanennanits pairs of sharp, tool-steel cutting | qren. The drive centers around | ones 
discs which overlap, and which | contests for the best children’s | A D Vv E & T I Ss 4 | G 
| OWNERS of RADIO STATION WTAG hrlic 


‘also perform a self-sharpening as| drawings of the kangaroo family. 


8 ~GARY 


GARY 

PRINCIPAL RETAIL CITY 

and Amusement Center for 
LAKE AND PORTER COUNTIES 
in INDIANA 


The weeklies pu// because they’ re read 
when your prospect is in his most re: 
ceptive frame of mind. He (every 
member of the rural family) saves tha! 
weekly paper for a cherished hour o! 
relaxation. He comes to it in just the 
right mood for favorable response tc 
your advertising message. 


wi 


= Gary 

LARGEST CITY, 

Next to Milwaukee, 
WITHIN A 100-MILE 
RADIUS of CHICAGO 


C 


y ae 
GARY 


FIRST CITY in the 
SECOND COUNTY 
in INDIANA 


Net effective Income 1946 Estimate SALES MANAGEMENT Population Est. 

ee: eer ere ee $392, 188,000 322,700 

ge ee eee 26,784,000 30,300 
$418,972,000 353,000 


SERVICE 


Placing advertising in the weeklies 's 
simple. One order covers al] 50! 
them—or your special selection ! 
test purposes. You pay just one ! 
We handle all the details, at no «xtré 
cost. It's truly ‘‘Easy as N. A. S." 


The Gary Trading Area is the heart of this pros- 
perous, concentrated, and easily accessible market. 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 
Home delivered daily to more than 95% of the families in the city zone. 
average for the entire Gary trading area. 
More than twice the combined circulations of all five Chicago dailies in this area. 
No other medium even approaches the influence and penetration of THE GARY POST- 
TRIBUNE in this market. 
THE GARY POST-TRIBUNE 


has one of the most productive PULLINE* rates in America. 


*PULLINE measures RESULTS when you advertise in THE GARY POST-TRIBUNE 


National Advertising Representetives: 
BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADV ERTISE ADEQUATELY in newspapers 


=Ss 0 


° 


Write today for your co; 
“Public Relations on Main Street 
a reyealing presentation of ‘:“' 
about this potent source of s°'@ 


More than 80% 


NEWSPAPER ADVERTISING SE 
INCORPORATED \ 
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Charles Mortimer 


W. R. Parker 


Marie Sellers 


PRINCIPALS IN NEW GF SETUP—Charles G. Mortimer, vice-president in 

charge of advertising of General Foods Corp., has become vice-president 

of marketing. Mrs. E. B. Myers becomes director of advertising for the 

corporation. Also reporting to Mr. Mortimer are Wesby R. Parker, general 

manager, General Foods Sales division; Marie Sellers, director of the con- 

sumer service department, and Richard H. Moulton, director of the recently 
formed department of market research. 


R. H. Moulton 


hrlich to Retire 
rom McGraw-Hill 


New YorK— Howard Ehrlich, 
vice-chairman of the board of Mc- 
raw-Hill Publishing Company, 
ill retire from active service 
Sept. 1. 

He joined McGraw-Hill in 1926, 
became a vice-president in 1934, 
xecutive vice-president in 1936 
nd was appointed vice-chairman 

1946. 

Mr. Ehrlich studied engineering 
bt Columbia Technical Institute, 
Washington, D. C., and his pub- 
ishing career began in 1911 when 
he joined Electric Review of Chi- 
ago as associate editor; he subse- 
juently became editor, then gen- 
ral manager of the publication. 
n 1921 he established Electrical 
rade Publishing Company, which 
bublished Jobber’s Salesman 
subsequently Electrical Whole- 
aling) and EMF Electrical Year- 
book. Later the company added 

ill Supplies and Electrical Con- 
racting. 

In 1928, this company was pur- 
hased by McGraw-Hill, with Mr. 


in 1934 he moved to New York to 
become vice-president of Mc- 
Graw-Hill in charge of electrical 
publications. 
During the war he was a mem- 
ber of the Magazine and Peri- 
odical Advisory Committee, WPB, 
and is currently a director of the 
Audit Bureau of Circulations and 
the National Publishers Associa- 
tion. 

He was the author of the much 
discussed “Ehrlich Report” for 
NPA, which urged broadening the 
association’s membership and 
functions. 

He plans to live in California 
and will continue to consult with 
the company. 


Walker-Turmer to Tyson 


Walker-Turner Company, Plain- 
field, N. J., manufacturer of ma- 
chine tools, has placed its adver- 
tising with O. S. Tyson & Co., 
New York. 


Copeland Moves Offices 

Allan J. Copeland Advertising, 
Chicago agency formed last No- 
vember, has moved its offices to 


hrlich continuing as president; 


830 N. Wabash Ave. 
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upon us by the New 


As proud as we are of 


the certificate of merit bestowed 


York Museum of Science and 


Industry in recognition of “Outstanding Achieve- 


ment” in the field of Photo Engraving, we bold even 


more valuable the praises of a satisfied clientele 


who demand tbe finest in reproduction. 


CA MOONLEEY, 31. 


PHOTO ENGRAVERS OF QUALITY 


4547 SOUTH CLARK STREET, CHICAGO + WABASH 6284 
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_.ineluding the 


They read the 
pages of Our Sunday Visitor and The Register with full 


They have this one thing in common; 


confidence in the editorial food presented to satisfy 
their natural appetites for truthful and sincere infor- 
mation, guidance, and inspiration. This confidence is 
reflected in the promptness with which they respond 


to the advertising that reaches them thru these pages. 


Cc. D. BERTOLET & CO., INC. 
Advertising Representatives 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 


CHICAGO 
30 N. Dearborn St., CENtral 0481 


Sell the tincene... theyll STAY SOLD Longer 
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66" 
Adclub Elects Edwards 


Jim Edwards of the advertising 
department of Texas. Electric 
Service Company has been elected 
president of the Fort Worth Ad- 
vertising Club. Other new offi- 
cers include Hassell Edwards, first 
vice-president; - Cliff Galloway, 
second vice-president, and Roy 
Bacus, secretary-treasurer. 


Cunningham Advanced 
Terry P. Cunningham, §sales 
manager of the home radio di- 
vision of Colonial Radio Corpora- 
tion, a subsidiary of Sylvania 


Electric Products, Inc., New York, 
has been named advertising man- 
ager of the radio tube, electronics 
and international division of Syl- 
vania. 


Rostone Names Agency 


Rostone Corporation, Lafayette, 
Ind., manufacturer of cold molded 
plastics and architectural building 
stone, has appointed Armstrong 
Advertising Agency, Chicago, to 
handle its account. Initial adver- 
tising will be limited to Rosite 
plastic moldings for industrial, 
architectural and general use. 


Its Buttalo 


ont +s 
O38 6° coverage sells the big 
se /0 Buffalo market in one 
great newspaper—read by every- 


one—at one low advertising cost. 


We shall be pleased to furnish 
complete market information and 
advise how you can sell your 
product in the Buffalo area. 


BurE 


EDWARD H. BUTLER 
Editor and Publisher \ 


[9667 


Western New Yi orks Great Newspaper 


ad the NEWS 
MARKET FACTS 
City Population «95 e*) 667,944 
City and Trading Area 1,072,214 
Industry—Diversified and Pros- 


perous with all twenty Main Line 
Industries. 


Headquarters — For Upstate 
Wholesale Buying. 


News Circulation 266,701 


a KELLY-SMITH CO. 


National Representatives 


Siemphasis and one replied 


next BMB study be delayed until 
“the bugs are gotten out of the 
method.” 


Cites Actual Use 


Although unwilling to go along 
entirely with the methods of the 
group, Lillian Selb, Foote, Cone & 
Belding time buyer, who said she 
hadn’t made “too much use” of 
BMB ‘studies to date, called the 
organization “a step in the right 
direction.” 


Radio Time Buyers 
Endorse BMB Work 
with Reservations 


New YorK—The majority of 
time buyers of leading radio ad- 
vertising agencies stand solidly As an example of a typical sit- 
behind the Broadcast Measure-| ation in. which BMB has proved 
ment Bureau as the best existing | helpful, John Purves, N. W. Ayer 
standard measurement for the in-|& Son time buyer, cited the case 
dustry. of a sponsor who planned to can- 
Of 16 executives who were/cel some of the stations on his 
asked if they found BMB useful,|radio show because he believed 
15 answered yes with more or less|there was overlapping coverage. 
“not! When BMB material proved this 
too much.” /untrue, no stations were elimi- 
Most of the time buyers—10— nated from the contract. 
believe that the broadcasting me- | H. H. Dobberteen, vice-presi- 
dium should act now to set upj|dent and director of media for 
the survey group on a permanent | Benton & Bowles, is among those 
basis, while more than half—nine|who prefer postponing another 
—say study No. 2 should be held | study until ’49. Delay also was 
in 1948 rather than in 1949, as|urged by John D. Hymes, business 
the National Association of Broad- | manager of the radio division of 
casters has suggested. | Blow Company, who suggested: 
resses '“There should be a united front 
—_ oe fone |\—with 100% acceptance by sta- 


One of the strongest endorse- | tions—before the group begins 
ments came from Newman Mc-| work on another study.” 


éo 
om, 


Advertising Age, June 16, \94 


have found many uses for the ma- 
terial. 

Mrs. Edna S. Cathcart, radio 
time buyer for J. M. Mathes, Inc.| 
and Frank Silvernail, in charge 
of radio time buying for Batten, 
Barton, Durstine & Osborn, char 
acterized BMB as a generally ac. 
ceptable source of information. 
In most instances, executives 
were reluctant to make definite 


i dvertisi 
° ; 
orill 


Trutt 
est ( 


Con 

suggestions as to what should be , ct t 
done now to assure the continua-—° rn tel 
tion of BMB, which will exhausffe'™? © 
funds available in the current ay 
budget at the end of this month. i Aig 
However, Frank Palmer, chief ae? 


of radio time buying at Kenyon ¢§ | sail 
Eckhardt, characterized the prob. FP'°"” 


lem as largely an educational! one —?'° s 
which will be solved after BMB re = 
SK 


and the agencies, who recognize ; 
the value of the service, do a good ampatgt 
selling job. n print, 
“It will be unfortunate,” he said, iently 1 
“if anything as large and impor. began.] 
tant as radio can’t agree on ag Interv! 
yardstick. And it certainly wi[py ™@™* 
open radio to more criticism, \gpe°P!® 
the industry is unable to do so,"gpacc? 8F 
E. A. Elliott, vice-president ingpver-2ll 
charge of media and research at#p?% Pre 
Campbell-Ewald, had a simple so|-§P° Pers! 
ution. “The broadcasters shouldgpver tol 
pay for it. They can charge it of JPmoking 
to operating expenses.” In a | 


%|\time any generally accepted, per- 


Evoy, media director for Newell- | 
Emmett Company, who outlined | 
BMB’s usefulness as follows: 

“1. BMB has given us a stand- 
ard unit of measurement from 
coast to coast. This is the first 


| 
| 


manent yardstick has been avail- 
able for broadcasting. 
“2. It enables us to make proper 
use of spot broadcasting. 
“3. Having helped to take the 
‘blue sky’ out of radio merchan- 
dising, this material is an impor- 
tant aid to a client’s sales organi- 
zation.” 

The tremendous increase in the 
number of radio stations in the 


sponden 


‘No Great Loss’ 


One of the coolest reactions 
came from Erwin, Wasey & Co.’s 
time buyer, Keith Shaffer, who, 
while admitting he uses BMB ma- 
terial, said he is not sufficiently 
sold on it to endorse BMB on a 
permanent basis and believes its 
death would have a negligible ef- 
fect on the industry. 

High praise for the group came 
from William M. Maillefert, head 
radio time buyer of Compton Ad- 
vertising, and Charles Ayres, vice- | 
president and business manager in | 
charge of network time buying for | 
Ruthrauff & Ryan. Both said they | 
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22 East Illinois Street « Superior 1223 


last two years and the changes 


going on in the industry generally 


Inti 


were cited variously as reasons for 
speed or delay in getting the next 
study under way. In advocating 
the former, the need for adequate, 
up-to-date material was pointed 
out. Those preferring a study in 
1949 pointed out that conditions 
in the industry may be more sta- 
bilized by that time. 


BMB Directors Queried 


Miss Linnea Nelson, time buyer 
for J. Walter Thompson, and a 
member of the BMB board, said 
that “more and more radio is be- 
ing asked to justify itself as an 
advertising medium. Advertisers 
are looking very closely to see 
how much they are getting for 
every dollar spent. If there are 
more facts available on other me- 
dia, making it easier to use, that’s 
what the advertiser is going to 
use.” Miss Nelson added that 
BMB will in time be used with as 
much authenticity as the Audit 
Bureau of Circulations. 

A similar position was taken by 
Carlos A. Franco, Young & Rubi- 
cam radio time buying manager, 
and BMB director. “We are en- 
tering an era of highly competi- 
tive selling,” he said. “We can 
expect competition from within 


and without. It is necessary to 
have a standard measurement to 
combat the inroads of other me- anal 
dia. 0 
“Now that we have made a . : 
start, it would be too bad to let 
it die. The industry should get | 
behind BMB and keep it alive.” 
“BMB eventually will probably | 
|get into audience coverage and | 
that will be a good thing because 
some competition is needed,” Betty | 
Bruns, radio time buyer for Ted 
Bates, Inc., suggested. She called | 
for a study in 1948 because the} 
| reports—“‘all of which need refine- 
|ment” — being released now on 
study No. 1 are proving “the same 
thing over and over again.” 
George Durman, director of me- 
dia, Dancer-Fitzgerald-Sample, on | 
the other hand, suggested that the 


plete Market, 


Angeles, San Francisco. 


ral Representatives 


Get your copy of the 1947 “Bright Spot.’ Com- 
Circulation, 
Write to the Oakland Tribune, Oakland 4, Calif., 
or National Representatives, Williams, Lawrence & 
Cresmer Co., New York, Chicago, Detroit, Los 
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~Dorillard Starts 
radio orl al a 
3, Ine.) , 
charge th G| 
oT Truth Olasses 
Cnar 
lly acd C : ‘ 
-= Pest Campaign 
KULLVOES 
lefinite (Continued from Page 1) 
uld bell. fact that blindfolding tends to 
wr 9te: mpletely upset even habitual 
scale nokers. 
a ie The tests were begun in the fall 
pipe 1946. 
Bren [Editor’s Note: And one of the 
| weal mterviewers stumbled into the 
val one ome Of one of AA’s editors on 
: BMB ong Island. When the company 
ognize psked that no mention of the new 
> soogeampaign be made until it broke 
"Bn print, AA agreed, waited pa- 
e said iently until the test campaign 
impor. began.) 
on ag interviewers worked not only 
y will PY market but also by classes of 
ism, iff yple, ive., actors, doctors, to- 
Jo so."fpacco growers and plant workers. 


Dver-all, the survey found that 
54% preferred Old Gold, although 
o persons taking the test were 
bver told which brands they were 
smoking. 

In a typical interview, the re- 
tpondent was asked his favorite 
igaret, then allowed to choose be- 
ween that cigaret and an Old 
old—while wearing truth glasses, 
bf course. He was asked which 
e preferred, and the percentage 
n Old Gold’s favor is the basis of 
he campaign. The ads, all 1,000 
ines, will run one week apart for 
en weeks. The campaign got 
nder way last week. 
The campaign has been in the 
orks for several months, was 
deferred when an interim cam- 
paign (the all-type ads which an- 
ounced Lorillard was selling 
igarets, not proprietaries) proved 
phenomenally successful. 


Interviews in 11 Markets 


Lennen & Mitchell research 
eams worked in 11 markets and 
an approximately 300 interviews 
n each. The samples’ were 
reighted to get a cross-section 
f business men, housewives, 
areer girls, farmers, etc. On 
obacco experts (where they en- 
ountered Lucky Strike advertis- 
ing) and on doctors (where they 
met Camels’ theme) the research 
rews ran tests on 300 of each 


lent in 


ae Cun ms 
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. we Eel 
" ofS 
as Rae. & 


reported in favor of Old Golds. 


category, and both of these groups 


In each city, the company had 


could be a new brand or a new 
blend. 

The glasses used in the test 
look like industrial goggles, and 
the wearer sees normally but 
mistily. It is possible, for in- 
stance, to see the position of the 
hands of one’s wrist watch, but 
not the figures on the dial. Any 
fine script or printing—as the 
tradename on a cigaret—cannot 
be seen. The wearer can see the 
cigaret clearly and light it him- 
self. He can also see well enough 
to identify the packages, and ac- 
cordingly interviewers carried the 
various cigarets in plastic cases. 
Originally the company had 
anticipated resistance from re- 
spondents because of the glasses; 
actually it found that the persons 
tested were intrigued, and eager 
to put them on. 


Nash Raises Output 


Production of Nash automobiles, 
curtailed because of recent steel 
shortages, has been increased from 
400 to 540 cars per day, with fur- 


WINS Marks Power Boost |’ 


with Variety Show 

Station WINS, New York, which 
began operating on a new power 
of 50,000 watts June 15, celebrated 
the event that afternoon with an 
hour-long variety show in which 
James D. Shouse, president of 
Crosley Broadcasting Corporation, 
owner of the station, participated. 
Tallulah Bankhead, Jerry Colonna 
and other stars were on the pro- 
gram. 

WINS, which has been broad- 
casting full time for several weeks, 
continues to operate on 10,000 
watts nighttime. 


Buys Omco Frosted Foods 


Booth Fisheries Corporation, 
Chicago, has acquired the inven- 
tories, trucks and business of 
Omco Frosted Foods, Inc., dis- 
tributor of Polar brand frozen 
foods in the Chicago area. 


Adds New Service 


Station WCAU, Philadelphia, 
has added visibility and ceiling 
data to its weather reports at 


ther boosts planned 


6:40 a.m., 7:10 a.m. and 6:25 p.m. 


American’ Names 
Benjamin Ad Mgr. 


New YorK —Albert Benjamin 
has been appointed advertising 
manager of American Magazine, 
succeeding J. R. Norris. O. W. 
Doty will become assistant adver- 
tising manager, being succeeded 
as eastern advertising manager by 
Frank J. Hurley of the eastern 
sales staff. 

Mr. Benjamin, 
Annapolis, joined the magazine 
in 1931. After service during 
World War II as a Naval attache, 
he rejoined American in 1946. 


a graduate of 


Ahrens Appoints Woolley 


Grace Woolley, editor of the 
“Books that Bring You Profits” 
feature of Hotel Management and 
Restaurant Management, pub- 
lished by Ahrens Publishing Com- 
pany, New York, has been ap- 
pointed service manager of the 
company. Ahrens also publishes 
Hotel World-Review and Travel 


America. 
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67 
Webster Joins Agency 


Rex Webster, formerly com- 
mercial manager of Station KFYO, 
Lubbock, Tex., has become a part- 
ner in Buckner-Craig Advertising 
Agency, Lubbock, which will be 
known as Buckner, Craig & Web- 
ster Advertising Agency. Mr. 
Webster will be in charge of all 
radio production and promotion. 
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_ 


going GFEQE guns! 


its tests witnessed and certified 
by a local firm of certified public 
accountants, a fact mentioned in 
copy, and also handy in the event 
FTC requires documentation of 
claims. 

In a typical interview, respond- 
ents were told only that a cigaret 
ompany was testing, and that it 


HOUSE BEAUTIFUL 


and only 
House Beautiful 


put over 
“BETTER your home...better your LIVING” 


What makes an idea hit the mark? First, ¢ must be aimed 
straight to the target, and second, it must have the necessary power! 
For years, House Beautiful and only House Beautiful has kept 
the eyes of America’s homemakers on the goal...with 
idea-crammed, action-getting editorial pages that stress 
‘BETTER your home .. . better your LIVING.’ Last year our theme 
became an all-out crusade! Manufacturers concentrated 
on it, and retailers joined with a barrage of 
5,295,748 lines of their own advertising. Bull's eye? 
Today it’s the biggest single promotion ever to 
hit the furniture and home furnishings 
industry! And it’s yours for the asking. 


500,000 


TOCK PHOTOS 


House Beautiful hit the mark...and only House Beautiful 
could have, with a high quality circulation of over 
425,000 among families that set the buying pace in 
their communities. Here's good reason why, in the first 
six months of 1947, House Beautiful led all 

magazines in the home field in total advertising... 

why the May issue of House Beautiful was 

first among all general magazines in total lineage .. . the 
only general magazine over 100,000 lines — 9.8% ahead 
of number two. Here's real endorsement of 

House Beautiful’s sales power. 
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Koskinen Quits Ad Post 


Y. A. Koskinen has resigned 
after seven years as advertising 
manager of National Petroleum 
News and Petroleum Processing, 
Cleveland. 


Elects Hutson V.P. 


William K. Hutson, advertising 
director of Omnibook, New York, 
has been elected a vice-president 
of the magazine. 


Names Mercready 


Mercready & Co., Newark, has 
been named to handle the adver- 
tising of Russel & Thompson Mfg. 
Company, Newark, manufacturer 
of special automatic machines. 


Opens Regional Office 

Russell T. Kelley Ltd., Hamil- 
ton, Ont., has opened a regional 
office at 70 King St., St. Catha- 
rines, Ont. 


Her Shopping Guide 
In Schenectady... 


Yes, the Schenectady house- 
wife takes the Gazette shop- 
ping with her. Today’s young 
home-maker follows the ex- 
ample of her mother and 
grandmother before her. The 
Gazette has been the Leader 


in Schenectady for 52 years! 
SCHENECTADY 


GAZETTE 


REY NOLDS-FITZGERALD, INC., National Representatives 


‘Chicago Tribune’ 
Makes Civic Event 
of 100th Birthday 


Cuicaco—The celebration of the 
100th anniversary of the founding 
of the Chicago Tribune on June 
10, 1847, culminated last week in 
enthusiastic tributes to the news- 
paper and its editor and pub- 
lisher, Col. Robert R. McCormick, 
from citizens of Chicago, political 
notables and other publishers 
from all over the country, and 
from newspapers in many parts 
of the world. 

The front page of the June 10 
issue, carrying the news of the 
centennial, was transmitted and 
reproduced by newspapers in both 
hemispheres through the most ex- 
tensive wire and radio photo 
transmission network ever estab- 
lished. North American news- 
papers in the network received 
reproductions of the front page 
within half an hour after pub- 
lication, and those with direct 
radio facilities on other continents 
within 50 minutes. 


28-Page Special Section 


A feature of the first issue of 
the second century of Tribune 
publication was a 28-page cen- 
tennial section devoted to the his- 
tory of the Tribune and early 
Chicago. Four pages of the sec- 
tion were an exact reproduction 
of the earliest issue of the Tribune 
extant, dated April 23, 1849. 

The centennial edition consisted 
of 82 pages and carried approxi- 
mately 100,000 lines of advertis- 
ing. The record volume carried 
in an issue of the daily Tribune 
was 164,487 lines, published last 
Thanksgiving. Because of the 
newsprint situation, the Tribune 
did not promote advertising for 
the centennial issue, although 
many local advertisers used their 
space to present their congratu- 
lations. 

Many stores and other business 
establishments in Chicago featured 
displays built around the Tribune 
centennial. The Henry C. Lytton 
Company, leading retail adver- 
tiser, offered congratulations from 
one centenarian to the other, as 
Henry C. Lytton, head of the 


the State Street department stores 
had elaborate centennial exhibits, 
including those of Marshall Field 


& Co.; The Fair; Carson, Pirie, 


N IMPOSING group of successful advertising executives 
A and advertising agencies find this a lucky number. 
It enables them to use a service consisting of ad-setting, 
engraving, and printing—all under one roof... Specially 
trained men are always on their toes to serve you so well 
that you will come back again. We can lighten your burdens 
—and at the same time produce better and more profitable 
printing for you—at a saving of time, trouble and money. 


New Boston Store and others. 
4,000 Employes Feted 


| their families were entertained at 
}a party at Medinah Temple. A 
/new color motion picture in sound, 
| “Trees to Tribune,” was displayed. 
| On June 8 the Tribune enter- 
tained more than 4,000 leading 
|Chicagoans at a _ reception in 
Tribune Tower. They were 


ception room of a new eight-story 
addition. 

On June 9 a citizens’ committee 
gave a dinner attended by over 
1,500 at the Stevens Hotel, where 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING - PRINTING 
400 N. RUSH STREET, CHICAGO 11 - WHITEHALL 2300 


Gen. Thomas Hammond, of the 
Whiting Corporation, Gen. Robert 
R. Wood, chairman of Sears, Roe- 
buck & Co., Mayor Kennelly, Gov. 
Dwight Green, of Illinois; Gov. 
Ralph Gates, of Indiana, Senator 
C. Wayland Brooks and the heads 
of the leading universities in this 
area paid tribute to Col. Mc- 
Cormick and the Tribune. 

At this dinner David L. Mayer, 
|head of Maurice L. Rothschild, 


RS 


PIONEERS — Henry C. Lytton, 101, 
pioneer merchant of Chicago's State 
St., reads a copy of the Chicago 
Tribune's centennial supplement, pub- 


lished June 10 in celebration of the 
Tribune's |00th anniversary. 


presented a silver plaque to the 
Tribune on behalf of the Chicago 
Better Business Bureau. 

Col. McCormick was awarded 
the degree of Doctor of Laws on 
May 25 by orthwestern Uni- 
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acter assassination from critics 
who, in many instances, enter the 


arena with unclean hands. ‘ 
“No slurs upon Col. McCormick’g pUSIT 
patriotism or journalistic eccep ; ous 


tricities can obscure the fact thad 
he has remained true to his con 
victions, loyal to his country ang 
held steadfastly to an abiding 


WASHID 
sbcomm 
Ne dead] 


faith in his own community. sus ¥ 
“We salute the Chicago Tribunefmmitte 
and its publisher as they embarkfR Busir 
upon the second century of anfBr 1947, 
exciting, meteoric and controver-Byate. 
sial journalistic adventure.” The st 
ep. Hal 
Royal Joins Council ythor © 
Edward Royal, formerly a part.§P with 
ner of Royal & de Guzman, hasgf@5° t 
joined the Advertising Council asguestions 
a campaign executive. He wij|firrently 
handle the council’s “Americanffnment 
Economic System” drive. Effect 
” Peinehaleinmae » insur 
Frankel Agency Moves flestion: 
Jones Frankel Company, Chi- uckers 
cago agency, has moved its officesffonnaire 


from 43 E. Ohio St. to 180 Nfruckers. 


|the New York News, 
|established under the direction of 


versity, whose Medill School of 
Journalism was dedicated to 
Joseph Medill, Col. McCormick’s 
grandfather, and, for more than 
50 years, publisher of the Tribune 
until his death in 1899. 

The celebration was climaxed 
by a great open air festival on 
Chicago’s lake front June 11, a 
day later than scheduled, because 
of weather conditions. An open- 
air carnival included motor boat 
races, Army and Navy warplane 
demonstrations, and the greatest 
fireworks demonstration ever seen. 
Radio, television and newsreel 
companies recorded the event. 


Much Technical Advancement 


Col. McCormick, who assumed 
the direction of the Tribune 
jointly with his cousin, the late 
Capt. Joseph Medill Patterson, in 
1914, has contributed greatly to 
the technical advancement of 
newspaper publishing as well as 
its editorial vigor. He has been | 


a leader in the development of 
color printing in newspapers, 1 
in the establishment of Canadian 


paper mills and pulp wood facili- | 
ties which supply the Tribune and | 


which it| 


Capt. Patterson in 1919. A pioneer 
in radio broadcasting, he heads 


| Station WGN and is a director of 


store, is 101 years old. Most of|Press and a sturdy defender of 


| McCormick has been a contro- 


| occasion of the Tribune centennial, 
|one of the most interesting was 

A series of dinners and other |an editorial in the Chicago Daily 
celebrations marked the week of |News for June 9, written by John | 
_the centennial. On June 7 more|S. Knight, its publisher, and en-| 
‘than 4,000 employes of the Trib-| titled, 
/une and affiliated companies and | 


escorted through the mechanical, | Mr. Knight wrote. 
editorial and other departments, | 
including a newly completed re-| 


the Mutual Broadcasting System. 
A champion of freedom of the 


American political principles, Col. 


versial figure for many years, but 


}even his critics applaud his cour- | 
Scott & Co.; Mandel Bros.; Gold- | 48e, 
blatt’s; Sears, Roebuck & Co.; The | triotism. Among many newspaper 


his sincerity and his pa-| 


comments which appeared on the | 


} 


“Congratulations to the 
Tribune.” 

‘Courage and Single Purpose’ __ 

“The fabulous sagas of Col. Mc- | 
Cormick and the Tribune have} 
been told so many times and with | 
such exaggerations of blind preju- | 
dice or unrestrained enthusiasm | 
that it need not be repeated here,” 


“Suffice it to say on this occa- | 
sion that, under Col. McCormick’s 
direction, the Tribune, widely re- | 
nowned for its enterprise and 
technical skill, has become one of 
the most successful newspapers 
in the world. 

“While many of us frequently 
find the Tribune’s views and opin- 
ions unpalatable and at variance 
with our own, full credit must be 
accorded Col. McCormick’s cour- 
age and singleness of purpose. 

“Few American newspapers 
have fought as vigorously to pre- 
serve our traditional freedom of 
expression. No other American 
newspaper publisher has been the 
target of as much abuse and char- 
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The one dominant publication in an in¢ — “Case 
which is selling annually to the U. § - 


$190,000,000.00 worth of new oilheatins ‘*” 
stallations 


$ 12,000,000.00 worth of replacements 

$ 13,000,000.00 worth of parts 

$ 25,000,000.00 worth of maintenance s«' "'°"* 
$400,000,000.00 worth of house-heating ©’ 
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ommittee Okays 
‘mig pusiness Census; 
“cen ouse Vote Next 


act that 

his conf WASHINGTON — A House census 
try andbcommittee Tuesday resolved 
abidingfNe deadlock over a transportation 
y.  [Bnsus which had held up full 


16, 194 


CTitics 
nter the 


Tribunelmmittee action on the Census 
embark{R Business and Transportation 
r of anfbr 1947, already approved by the 


ntrover-Mnate. 

eB.” The subcommittee, headed by 
ep. Harold Hagen (R., Minn.), 

thor of the bill, approved the 

| ‘11 with a minor change in lan- 

lg iage to confine transportation 

uncil agquestions to truckers who are not 


He wil]urrently reporting to other gov- 
mericanfrnment agencies. 
Effect of the new language is 
» insure that Census Bureau’s 
uestions will go largely to small 
uckers exempt from ICC ques- 
onnaires, and to assure large 
iMruckers, airlines and railroads 
at they will not be required to 
le the additional form. 


ves 


Expect Favorable Action 


In retaining the transportation 
nsus for small truckers, though 
less detail than requested by 
he Department of Agriculture 
nd the Public Roads Administra- 
ion, the committee cleared the 
yay for approval by the post 
fice and civil service committee 
f the census program requested 
y business groups, including the 
. S. Chamber of Commerce and 
he American Marketing Associa- 
10n. 

Once the present bill has been 
dopted by the House, and the 
ifferences in transportation pro- 
isions have been adjusted in 
onference, the way will be clear 
or the Census Bureau to request 
unds for an immediate start on 
ll censuses of business and 
anufactures to be taken early 


o. | 


As a user of Words 
fou will be thrilled 


{Y OFBy the Words of.... 
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MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


OF ps he tells you of his business experi- 
NS [Neences in that interesting book 
‘Teacher of Business.” 


TING 


This man who built one of America’s 


BUSI4most successful business publishing 
properties—The McGraw-Hill Pub- 
lishing Company is none other than 
James H. McGraw. 

importan 

, FACT he size of this book is 64% x 9%4— 

ES, Inc@lt is bound in a _ beautiful 


urvey osimulated leather with title and sub 


nal facegtitle printed in gold ink on the front 
ners andgrover. 

3, from 4 

ion. An autographed photograph of Mr. 


— IcGraw worth framing is reproduced 


next year. 

Since a fund for a Census of 
Manufactures has already been 
approved by the House appropria- 
tions committee, there is ample 
precedent for the additional re- 
quest for the business census this 
session. 


Inkograph to Harrison 


Inkograph Company, New York, 
fountain pens, has appointed Les- 
ter Harrison, Inc., to handle radio 
advertising. L. E. McGivena & 
Co. will continue to handle other 
advertising. 


Hoe Elects Soovest 


Arthur Dressel, general sales 
manager of R. Hoe & Co., New 
York printing equipment manu- 
facturer, has been elected senior 
vice-president. 


Joins McGraw-Hill 

Harold Clifford Graves, formerly 
with Shell Oil Company’s adver- 
tising department, has joined 
Chemical Engineering, a McGraw- 
Hill publication, New York, in 
charge of market research. 


New Springfield 
Daily Will Offer 
15% Commission 


(Continued from Page 1) 
papers controlled by Sherman H. 
Bowles (a cousin of Chester 
Bowles, who has a minority in- 
terest in this group). 

The new Sentinel will offer a 
60,000 circulation guarantee at a 
national advertising rate of 30 
cents a line. The 25% commission 
to agencies includes the regular 
15% commission plus 10% for 
service, Mr. Fiske explained. It 
will apply to all accounts except 
department stores. 

Scheck Advertising Agency, 
Newark, is said already to have 
signed a 100,000-line contract for 
a client on this basis. Mr. Fiske 
said that other national and local 
accounts already are in the fold. 


Mr. Fiske had hoped to acquire 
the Springfield Shopping News 
(70,000 circulation), owned by a 
group of retailers here. He of- 
fered $250,000 for its plant, with- 
out success. He has since bought 
printing machinery from the Wal- 
ter Scott Company, Plainfield, 
an 


Pre-publication Interest High 


Emile Gauvreau, formerly on 
the New York Graphic and New 
York Mirror, will be editorial con- 
sultant. Roger L. Putnam, treas- 
urer of the Sentinel, and also 
chairman of the board of Package 
Machinery Company here, and 
three times mayor of Springfield, 
emphasized that it is the intention 
of the sponsors to make the Sen- 
tinel “one of the outstanding and 
progressive newspapers of New 
England.” 

Springfield has a population of 
about 160,000. Before publishing 
plans were announced, Mr. Put- 
nam said, “More than 20,000 spon- 
taneous offers of annual subscrip- 
tion were received.” Merchants, 


> we 
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he added, have expressed inter- 
est in a “high type independent 
daily.” The publication date has 
not yet been set. 

The Bowles papers are not ABC. 
Sworn circulation of the evening 
News on March 31, 1946, was 
52,958; morning Republican, 12,- 
675; morning and evening Union, 
82,112. The four editions, daily, 
have 147,746, and the Sunday 
Union and Republican, 88,604. 


FWILLIS SERVICES) 


@ has moved to new and more 
spacious quarters at 33 W. 
Hubbard St. New phones— 
SUPerior 1214. 

@ 5,000 sq. ft. devoted to qual- 
ity duplicating, reproduction 
and complete, efficient letter 
shop facilities. 

@ Ask about our inexpensive, 
fast DIRECT IMAGE method 
for ferms, letters, mailing 
pieces. 

@ Our West Side office remains 
at 3939 W. Madison — Tele- 
phene KEDzie 0083. 


Bill Aumann — Al Shalit — 
Merwin “Gabby” Abrams 
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acts pn a front inside page. This book 
will make a useful, permanent addi- 
HEAT Bion to your business and home 
auc | Oary. 
Y. $100 
‘ per copy 
fae ivertising Publications, Inc. 
—— 00 E. Ohio St. Chicago 11, Il. 
iLL IN AND MAIL THIS COUPON 
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Advertising Publications, Inc. 
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39 South State Street 


are the Cream of the 
Chicago Market 
Your advertising story in the Chicago 


Downtown Shopping News is HOME 
DELIVERED to over 625,000 ‘‘Better- 


able-to-buy” Chicago area housewives. 
They will read your message REGU- 
LARLY—90% of them live in the higher 
bracket rental areas and suburbs—and 
you get this 100% home delivered cir- 
culation at a milline rate of $1.20. 


For dominance 


in Chicago and 


adjacent suburbs—for scientifically con- 
trolled coverage of the higher income 
section throughout this market—for 
100% home delivered circulation—write 
today for details of the Shopping News 
merchandising and advertising plan 
aow being used at great success by 40 


lews “2 


Chicago 3 


hopping 


other important national advertisers. 


National Representatives 


yy 
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JAMES A. COVENEY CO. 


NEW YORK 
501 Fifth Ave., Zone 17 


Phone Murray Hill 2-8404 


BOSTON 
89 Broad St., Rm. 515 
Phone Liberty 4160 


CHICAGO 
39 S. State St., Zone 3 
Phone Franklin 6619 
ST. LOUIS 
316 NM. Sth St., Zone 8 
Phone Chestnut 2400 


—~aperenec oe 


eS hey ; ’ ; ay : Tae gs 
a : asa L R oe } Pia f cae R: - 
— ai tT TET NE EM ei a ammeren — — : ae wi 2% 
ee | ee eh ae 
| | ! — “ F 
ea 
— 
ee | 
Po | 
ae 
ee / 
| oe 
so 
) | ee 
| an ee 
Be. 
| e Boe 
oe 
} , ‘ } od ; | 7 
4 ; , a , \ a : i 
| » £ F a” Ae \ 7 a " i 
ms e pea: 5 ie Med: Sie & Pre at 
iy és 
on™ F ‘Pte —s F And Be 
= ‘ “es Bi a 3 i; \ ae a F ¥ ot ae ov? ‘ 
* eee 7 me le ie rhe \\) 
“ie = Be oe | es | < * gee os aad 
| bf : , ~ ee si f one pil is as? 5 gd 2 
dl y Ren —_, ‘ ? om. b | \\5 ii ti 
; Pe. i ti _— a w tng se <R es 
| | ¢ Le 74 a) xe eh 4 
ee a Ne dl 
.. eS Eee gee 
_ | en i AZ 
| A. —a i gee ee a 
| ” ie nee ; E ee 4 whe a P 4 
Yoon a i a - a 
‘ ees aes . Sse 
4 ae ae : a : ee ae . j oe 
| = , } aS 4 
° a = 7 ‘ : feet igh te et 2 m 
e pa ee z ee : ay : a 
3 = ‘ Ge, toe soit 
| : pe . CA Fa | 
| S Ae, Fae 
: 2m ‘3 a3 ey Se sy 
| Py aes . Bee» 
“sige “ete \ bY ” 
| 7) : Bs | 4 
i Pa . : ’ 3 Bi oe 
es PO " mae 
fox i - 
1 see Pe a) ae ; 
| ; } Las BS he | a ' 
, UM a % EF 
i 4 ; ~ ay 
x Pind é‘ Ni ' a 
rae i> le sf ae 
| F 6 | j os  ——- i. a bs 4 7 
at — 8 «eee | 
vicig ORS a . ae : a 
Moe ; e: ‘ Bc, me i 2 & j 3 e : . se an. 
. 4 a 
4 ql ie 
. ‘\ ' | 
, wa 
5 o a 
MEY nnceeees see cscs MUENDS cose 


70 
Combines Ad, PR Depts. 


Miller Brewing Company, Mil- 
waukee, has consolidated its pub- 
lic relations and advertising de- 
partments under Roy Bernier, for- 
merly head of the public relations 
department. Donald Ivins, for- 
merly advertising director, has re- 
tired because of illness. 


the HOSIERY Industry 


TETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


GNE MADISON AVE. * NEW YORK 10, N.Y. 


Appoints Hamachek 

Russel Hamachek has been ap- 
pointed assistant to the president 
of Rahr Malting Company, Mani- 
towoc, Wis. He will work chiefly 
in sales and distribution, acting 
as a liaison officer between the 
home office and its representatives 
and clientele. 


Moyles Opens Office 


Karen K. Moyles has opened a 
direct mail service at 210 Post St., 
San Francisco. 


WMMW Makes Debut 


WMMW, 1,000-watt, daytime 
station in Meriden, Conn., has be- 


New Anti-Price 
Discrimination 
Bill Proposed 


Washington—A broad new anti- 
price discrimination proposal was 


iS! r - Conhingion 
Gini tye (oll 
circulating within the Senate ju- 


diciary committee last week, with | 2,536 AWARDS! WORTH 921,145 


a strong likelihood of being offi- Sulhodtucing Ve Lo Syax TOOTH BRUSH 
cially introduced before the cur-|  2etecse ; —— 
rent session of Congress ends. fsa 

Its sponsors, independent tire 
dealers, hardware dealers, drug- 


gists and grocers, among others, 
refer to it as the “Independent 


gun broadcasting on 1470 kc. 


Merchants’ Act” and predict that 
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it will get full—and possibly suc- 
cessful—Congressional attention. 
The bill aims at the indepen- 
dents’ chief headaches — private 
brand manufacturers’ outlets and 
quantity discounts. It seeks to 
put quantity discounts within the 
reach of more independents, and, 
frankly, to make users of “private 
brands” pay more for their goods. 
A print of the bill currently cir- 
culating contains a “declaration of 
policy” explaining that the bill 
wishes “to preserve small busi- 
nesses, non-manufacturing mer- 
chandisers and small manufactur- 
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fected at one time and place, or 
that any difference in quantity ex- 
isted, was material, and was not 
given unreasonably disproportion- 
ate effect in the wholesale pric- 
ing.” 

Similarly, where the price of a 
“private brand” is alleged to be 


2 


ers by assuring them equality of 
commercial opportunity with re- 
spect, among other things, to the 
|cost to them of the products in 
| which they deal.” 
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The declaration further explains 
that “they perform an essential 
function in the economy of the 
nation, in the distribution of goods 
to consumers and the mainten- 
ance of competition among such 
products. 

“Their purchases from manufac- 
turers at least compare, if they do 
not vastly exceed in volume, those 
of any other person or any other 
group of purchasers,” it states. 

The bill has three major pro- 
visions: 

The first, designed to “outlaw 
price discrimination resulting from 
fictitious or unreasonable quan- 
tity differentials,’ ‘provides for 
| the same price for all purchasers 
|of a “quantity” of goods. The size 
of a quantity is to be fixed by 
industry agreement, 
NEW ee i||FTC following hearings. 
CINCINNATI — The discount is to apply only 
os. ii || when the “quantity” is delivered 
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“at one time and at one place.” 


Hits Company-Owned Store 


The second proposal, aimed at 
| the company-owned store, requires 
/a manufacturer to sell maximum 
delivered quantities at wholesale 
|}at a price lower, by a reasonable 
margin, “than his lowest current 
|retail price for the same product 
lin his own company store.” 
| The margin “is not=to be less 
'than the margin necessary for the 
| manufacturer’s own most compar- 
lable retail operations at a profit 
| with reference to the product.” 
| Finally, “private “brands” are 
/not to be sold in maximum quan- 
| tities at less than the wholesale 
|rates applicable to 
dealers “for equivalent standard 
|brands of the same manufactur- 
| ers.” 
| Sponsors of the bill claim that 


or by the| 


independent | 


disproportionately low, the manu- 
_facturer would have to prove that 
\the product is not the same, or 
| that the price is not unreasonably 
| disproportionate, and that any 
|contributions other than money to 
the cost of manufacture by the 
producer “have been recognized 
at no more than their actual fair 
value for the purpose.” 

Where a manufacturer selling 
through controlled retail outlets 
is found guilty of allowing inade- 
quate wholesaler discounts, he 
| would be subject in civil suits to 
an order to cease and desist fur- 
ther sales at retail. Besides civil 
action, manufacturers are subject 
to Department of Justice and FTC 
discipline under the bill. 


Explains Cost Differences 


The bill explains that differ- 
ences in cost between small mer- 
chants and other types of pur- 
chasers “are in the public interest 
only to the extent that quantity 
deliveries represent generally ap- 
plicable and demonstrable savings 
to the manufacturer in distribu- 
tion costs. 

“And even then such differen- 
tials are warranted only to the 
point of customary maximum sin- 
gle delivery quantities (normally 
the carload, where applicable, or 
less) rather than to the totals of 
quantities actually purchased, or 
to potential purchases, at differ- 
ent prices, over a period of time. 

“Equality of opportunity also re- 
quires that costs of such maximum 
|quantities to independent mer- 
|chants be within the range of 
icosts (1) of the manufacturer on 
| the latter’s own sales at retail and 
|(2) of special brands produced 
\by the same manufacturer but 
not permitted to be distributed 
through independent merchants. 


] 
| 


‘tain an unfair competitive advan- 
|tage over the independent distrib- 
|utors of their products, and pri- 
|vate brands may be used as a 
device to secure or promote such 
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advantages on the part of manu- 


|the practice of selling at greatly | facturers or others.” 


|decreased prices to “mass distrib- | 
_utors” under private brands has | ° ° 
/been familiar in the tire and other | 1extiles Name Kimball 
| industries. | North American Rayon Corpo- 
In each case, where a triple | ration and American Bemberg 
: eee ‘ : Corporation, New York, have ap- 
pr eo ree osc Pinceyy ~l | pointed Abbott Kimball Company, 
jstituted by an independent, the| New York, to handle their adver- 
proof of compliance 


| burden of |tising. Robert B. Grady Company, 
with the “Independent Merchant’s |New York, formerly had the ac- 


Act” would rest with the manu-| counts. 
facturer. 


Tells Facts of Proof Kaufman Moves 


; ; | Herbert Kaufman, advertising, 

Where discounts have been |sales promotion, and public rela- 
questioned, the manufacturers |tions consultant, has moved his 
| would have to prove 


ave “that sales | headquarters to 103 Park Ave., 
jand deliveries were actually ef- | New York 17. 


| “Otherwise manufacturers re-| 
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ing $21,145 of hosiery, watches, hair brushes and, for the first time in such he star 
contests, DuMont video sets. The four-color ad appears this month in Ame... 
ican Weekly, Chicago Tribune, New York News, Philadelphia Inquirer and This pon. 
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SARAH J. HOSSACK one 
Racine, Wis.—Sarah  Jellifffi¢ompar 
Hossack, 62, one of the foundef.,q We 
and for many years president 4 ‘ompar 
Western Advertising Agency her@kjon tl 
died at her home May 18 after af nooth 
illness of five months. Americ 
igi vas CC 
CHARLES MORRISON fork A 
Harrispurc, Pa.—Charles ygoad be 
Morrison, 63, president and gengtne ™4 
eral manager of the Patriot Co : 
pany, publisher of the Eveni Jame 
News and Patriot here, died of dent ¥ 
heart attack in his office June ! the re’ 
Mr. Morrison, who served with t! speak | 
newspapers since 1902, was electe tect of 
president five months ago. " Cont 
Block | 
McMillans Advanced = Jeomplkk 
D. McMillan Sr., vice-presideg”? "2" 
and general manager of Gragg@dvert 
Advertising (of Canada) Ltd., Taj Bloc 
ronto, has been elected presidenfJsuper 
D. McMillan Jr., aecount supemproduc 
visor, has been named executivffably v 
vice-president. for W] 
a nounc 
Montreal Admen Elect a 2 
John Clifford, advertising mar cae 
ager of T. Eaton Company, Mor WNE\ 
treal, has been elected presider wi 
of the Advertising and Sales Eg Ton 
ecutives Club of Montreal, suqlately 
ceeding Leo W. Vezina, Canadiaff/spinni 
Industrial Alcohol Ltd. F. H. Dilfing 
lingham, Continental Can Com§ cowa 
pany of Canada Ltd., has beef +.tio 
appointed honorary president. in 
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lartin Block 
‘arts MBS Disc 
rogram Today 


New YorK — Smooth - voiced 
artin Block, dean of the disc 
ekeys, will begin spinning plat- 
rs over the Mutual network 
oday, June 16. The show will be 
broadcast from 2:30 to 3:30 p.m. 
cross the board. 

Wasting no time, Mutual will 
begin broadcasts of its recorded 
,etwork show almost two weeks 
before ABC’s Paul Whiteman— 
he first disc jockey signed on a 
,etwork basis—goes on the air to 
play records for four sponsors to 
he tune of $5,200,000. June 30 is 
the starting date for this produc- 
tion. 

When ABC made public the 
,ews of the sale of the Whiteman 
how to National Biscuit Com- 
many, R. J. Reynolds Tobacco 
‘ompany, Nestle’s Milk Products, 
ind Wesson Oil & Snowdrift Sales 
‘ompany, Officials left the impres- 
sion the program would have 


Last Minute News Flashes 


International Silver Plans Centennial Drive 

MERIDEN, CONN. — International Silver Company will observe its 
centennial this fall with a Remembrance silverware pattern, sup- 
ported by the largest six-month appropriation in its history. There 
will also be a special Centennial set of 100 pieces and an Anniver- 
sary set of 52 pieces. Full-color pages will be used in magazines and 
the program will be promoted on International’s CBS network show. 
Local newspaper ads and spots with dealers also are planned. Young 
& Rubicam handles the Rogers, and Newell-Emmett the Holmes & 
Edwards divisions of the company. . 


Western Electric Steps Up Magazine Drive 

NEw YorK—To acquaint the public with the job it has done in the 
production of telephones and telephone equipment, Western Electric 
Company has increased its advertising budget by $75,000. Funds for 
this informational campaign will be spent on color spreads in Col- 
lier’s, Life, Look, This Week Magazine, Time and The Saturday Eve- 
ning Post. The series, to be completed by Aug. 1, began with a recent 
ad in Look. Newell-Emmett Company is the agency. 


Dancer-Fitzgerald Gets Part of Standard Brands 

New YorkK—Standard Brands, Inc., has appointed Dancer-Fitz- 
gerald-Sample’s New York office, to handle advertising of V-8 vege- 
table juice, V-8 catsup and Saratoga pork and beans, effective Sept. 
1. V-8 advertising has been handled by Western Advertising Agency, 
Chicago. 


National Lead Starts Dutch Boy Color Drive 

New YorkK—National Lead Company has launched a magazine 
campaign to push new Dutch Boy house paint, which now is being 
manufactured in colors. Theme of the advertising, also to appear in 
business papers, is “blended paint.” Spreads in color are scheduled 
to run in American Home, Better Homes & Gardens, and Collier’s. 


smooth sailing as far as_ the 
American Federation of Musicians 
yas concerned. However, New 
york AFM officers indicate there 
had been no prior discussions on 
the matter. 


Marschalk & Pratt is the agency. 
McCormick & Co. Names 


Sullivan, Stauffer 


BALTIMORE—McCormick & Co., maker of food products and insecti- 
cides, has switched its account from Street & Finney, New York, to 
Sullivan, Stauffer, Colwell & Bayles, New York. 


Petrillo May Object 

James C. Petrillo, AFM presi- 
dent who never has been called 
the reticent type, is expected to 
speak his mind soon on the sub- 
ject of network disc jockeys. 

Contracts with sponsors for the 
Block show are said to be nearing 
completion, but Mutual is naming 
no names in this respect until the 
advertisers sign on the dotted line. 

Block, whose reputation as a 
super salesman of hard-to-sell 
products is widespread, presum- 
ably will continue as disc jockey 
for WNEW and KFWB and as an- 
nouncer for the Chesterfield Sup- 
per Club. There usually are 
plenty of monied backers for his 
three-and-one-half hour show at 
WNEW. 

Tommy Dorsey, a Johnny-come- 
lately to the lucrative platter 
spinning profession, also was do- 
ing well last week. Louis G. 
Cowan, Inc., has sold the show to 
stations in practically every state 
in the union. Sponsors will be 
lined up by local stations on a 
regional market basis. 


Stations Signing 

One of the first stations to sign 
for the full two hours is New 
York’s WMCA, which is planning 
to carry half of the platter in the 
afternoon and half at night. Other 
tations already signed for Dorsey 
nelude WMAL, Washington; 
WCFL, Chicago; KTHT, Houston; 
VAPI, Birmingham; WMLO, Mil- 
waukee; and KALL, Salt Lake 


House Shuts Purse 
fo U. $. Ad Unit: 
Cuts FIC and FCC 


WASHINGTON — The House ap- 
propriations committee proposed 
last weekend to wipe out the Of- 
fice of Government Reports, in- 
cluding the office of advertising 
liaison, contact point between the 
government and the Advertising 
Council. 

Committee members gave no 
explanation of their action, but in 
earlier hearings on the OGR bud- 
get, they referred frequently to 
the possibility that advertisers 
may be deducting their contribu- 
tions from income taxes. 

In addition to $103,000 for the 
advertising office, the $600,000 
OGR budget was supposed to 
cover a clipping service for inter- 
nal government use, and a three- 
man liaison office with the motion 
picture industry. 

The committee ax also slashed 
$1,122,800 from FTC’s appropria- 
tion request, while the commission 
was left with approximately the 
same budget it has for the current 
year. It was deprived of funds 
for collection of industrial finan- 
cial data, a prewar series it had 
hoped to resume in conjunction 


City. with the SEC, and for expansion 
Put on the market for local| of trade practice conference work. 
ponsorship, Frederic W. Ziv’s The committee cut $875,000 


ramatic recorded package, star-|from the FCC budget proposal, 
ig Ronald Coleman, got off to a| leaving $6,000,000. This sum, 
od start when NBC’s 50,000-| nearly double FCC’s 1946 budget, 
vatt outlet WMAQ, Chicago,| is expected to enable the commis- 
‘ned the program with the Peter | sion to finish a two-year job of 
‘and Brewery as sponsor. handling the backlog of applica- 
Production option on Wayne | tions accumulated during the war. 
King’s recorded half-hour broad- See eee 
t, which is heard weekly over | . 
re than 100 stations throughout Brown Joins Kudner 
country, has been picked up Thomas R. Brown, formerly as- 
‘another year. This is another | sistant to the secretary and treas- 


. f Compton Advertisin 
Com kage. }urer oO p g, 
ae New York, has joined Kudner 
te . Agency, New York, as general | 
Jrganize PR Company assistant to H. R. Titman, comp- 
Moreland, Amick & Black, a/| troller. 


public relations firm, has 

en formed at 3521 N. Knoll Dr., 
Angeles 28, with W. R. More- 

nd as its head. Lon Amick, 
‘merly public relations director 
the Automobile Dealers’ Mu- 

| Insurance Companies, is ex- 

tive vice-president, and R. J. 

~/ack is in charge of radio. 


Offers Transit Data 


The American Transit Associa- 
tion, New York, has released its 
“1947 Transit Fact Book,” an an- 
nual summary of basic data and 


the United States. 


Central Registry 


Fires Cleveland 
Soliciting Firm 


New YorK—Central Registry, a 
branch of the National Publishers 
Association devoted to the na- 
‘tional registry of subscription 
salesmen for magazines, last week 
fired its first member. 

Publishers Service Company, 
Cleveland, was ejected from the 
ranks because of selling tactics 
used by subscription teams in Buf- 
falo (where prospective subscrib- 
ers to Veterans Voice were told a 
portion of the proceeds would go 
to veterans’ hospitals) and in 
Pittsburgh, where representatives 
expressed willingness to accept 
savings stamps for subscriptions. 

Publishers Service Company 
made no effort to prevent its ejec- 
tion, an NPA official told AA. 


NAB Directors Lined Up 


In addition to Harold E. Fel- 
lows, general manager of WEEI, 
Boston, who was elected to the 
board of the National Association 
of Broadcasters for the first dis- 
trict, and George C. Coleman, 
third district (AA, June 9), five 
new board members have been 
elected at NAB district meetings. 


They are: Henry P. Johnston, 
WSGN, Birmingham, Ala., fifth 
district; Gilmore Nunn, WLAP, 


Lexington, Ky., seventh district; 
Charles C. Caley, WMBD, Peoria, 
Ill., ninth district; John F. Meag- 
her, KYSM, Mankato, Minn., 
eleventh district, and Clyde Rem- 


bert, KRLD, Dallas, thirteenth 
district. 
Pittsburgh Club Elects 


Herbert Briggs Jr., advertising 
manager of the Philadelphia Com- 
pany, has been elected president 
lof the Pittsburgh Advertising 


|Club. Other officers are: Norman | 


| Klages, Reliance Life Insurance | 
Company; Carl Dozer, Station 
WCAE, and Dora Weiss, Dubin | 


Advertising Agency, 
dents. J. A. Cullison, National 
Fireproofing Corporation, was re- 
elected secretary, and C. G. Mal- 
lon, Geyer Printing Company, was 
|reelected treasurer. 


| Makelim Names Swallow 
John W. Swallow, 


of Kenyon & Eckhardt, has been 
appointed West Coast manager of 


| offices. 


vice-presi- | 


formerly | 
| manager of the Hollywood office | 


Kate SmithTurns | 


Platter Jockey 
on WOR July 7 


NEw YorK—Latest big time ra- 
dio entertainer to turn dise jockey 
is Kate Smith, who will begin 
spinning platters—her own exclu- 
|sively—for WOR starting July 7. 

Admittedly jubilant over the 
acquisition of Miss Smith, who, 
along with Ted Collins, will dis- 
cuss the story behind the records, 
WOR sales officials are talking 
business with interested potential 
sponsors. 

The 15-minute, across-the-board 
show will originate from the sing- 
er’s summer home at Lake Placid, 
N. Y. 

The Mutual Broadcasting Sys- 
tem, meanwhile, reported that 
more than 200 stations have}! 
signed for Miss Smith’s network 
co-op broadcast, which will make 
\its debut June 23. At least 300 
| stations are expected to be on the 
| hook-up for the first program. 

Miss Smith said in Chicago 
Tuesday that she had come to Mu- 
tual after 16 years with CBS 
largely because Columbia imposed 
“restrictions and censorship” on 
‘her news commentaries. 


Drake for Kellogg 
on Full ABC Net 


| New Yorx—Effective June 30 
| Galen Drake’s daily newscast will 
|be heard over the full ABC net- 
'work for the Kellogg Company. 

| For some time now the com- 
pany has been airing this across- 
the-board program in competition 
with “Hollywood Story” over a 
split network. Hooperatings for 
the two shows were about the 
same, but sales figures in the 
areas covered by the news show 
surpassed those in the sections 
carrying the dramatic program. 
As a result the sponsor is drop- 
ping “Hollywood Story” in favor 
of the commentator. His 15-min- 
ute commentary is broadcast at 
11:30 a.m. (EDT) through Kenyon 
& Eckhardt. 


AFM Board Empowered 
to Stop Making Records 


The American Federation of 
Musicians voted Wednesday to 
give its executive board power to 
stop making recordings after con- 
tracts expire with major record 
companies Dec. 31. The action 
came at the AFM’s 50th annual 
meeting in Detroit. 

James C. Petrillo, union presi- 
dent, said, ‘‘Maybe we should go 
into the recording business our- 
selves and make all the profits.” 
He asked for the power because, 
he said, the Taft-Hartley labor 
bill would prevent the union from 
receiving royalties on records. 


‘Bulletin’ Sells WPEN | 


| 


Pending FCC approval, the} 
Philadelphia Evening Bulletin has | 
sold Station WPEN and WPEN-| 
FM to Sun Ray Drug Company | 
for $800,000. When the Bulletin | 
purchased the Philadelphia Rec- | 
ord it also acquired Station} 
WCAU, 50,000-watt CBS outlet. 
This ownership necessitated the 
sale of WPEN. 


Two Join Dancer Agency | 

William D. Tyler, formerly cre- | 
ative head of Doherty, Clifford & 
Shenfield, has joined Dancer-Fitz- 
gerald-Sample, Chicago, as a copy 


supervisor. C. J. Mullen, formerly 
|radio copy chief of Pedlar & 
Ryan, New York, has _ joined 


D-F-S as copywriter in the Chi- 
| cago Office. 


| . 

James Joins Lorillard 
Alden James, who was the 

youngest salesman on This Week 

when the magazine started in 


; asic | 1935, has resigned to join P. Loril-| 
trends in the transit industry of|Makelim Associates’ Hollywood | lard Company, New York, as ‘ad-|no change in personnel or man- 


agement. 


| vertising director, a new post. 


Eversharp Cuts 
CA Pen Prices; 
Parker ‘Replies’ 


Cuicaco — Eversharp CA pen 
sales responded from “fair” to 
“very well” last week following 
Eversharp’s $75,000 one-day cam- 
paign in 181 newspapers (AA, 
June 9) and heavy dealer adver- 
tising Monday on heavy price re- 
ductions of the pens. 

Eversharp’s drive in Sunday 
(June 8) papers and timing of the 
20 to 60% price cuts were aimed 
at the Father’s Day market. Spot 
checks throughout the country 
Monday indicated, according to 
Larry Robbins, executive vice- 
president, that sales at least quad- 
rupled last week, totaling perhaps 
$2,000,000. 

He declared that the result 
proves the ability of newspaper 
advertising to produce immediate 
results and that any effective pro- 
gram of bringing lower prices to 
the public must involve the will- 
ingness of manufacturers to co- 
operate with retailers. 


Parker Hits ‘Fancy Dans’ 


Almost as a commentary on Mr. 
Robbins’ statement last week went 
a letter from Kenneth Parker, 
president, Parker Pen Company, 
to dealers, concerning ball pen 
makers’ price cutting. Parker 
makes no ball pens. 

“Some of the Fancy Dans may 
have to cut their ballooned prices 
—not for any public good but to 
unload a factory full of sticky, 
inert merchandise,” Mr. Parker 
wrote franchised dealers. “If there 
is a dealer reloading deal involved, 
you are being handed a damp 
baby.” 

Observing that the trade and 
public know “many $10 and $15 
ball point pens were flagrantly 
overpriced to start with,” he said 
that “since tHis company engaged 
in no price juggling or Fancy Dan 
merchandising in order to make 
some fast easy money, we have 
no back-tracking to do now.” 

Of the four chief makers of ex- 
pensive fountain pens, Parker 
and L. E. Waterman Company 
have stayed out of the ball pen 
field, while Eversharp and W. A. 
Sheaffer Pen Company entered it. 
The latter, with a $15 (including 
tax) gold-filled pen, does not plan 
to cut its price, spokesmen said. 


Offers 25% Return 


Eversharp’s reductions brought 
its $25 gold-filled CA Repeater 
pen down to $9.95 and reduced its 
$15 pen to $7.95, its $8.75 pen to 
$5.95 and its plastic $6.95 pen to 
$3.95. 

Eversharp offered dealers a 25% 
return on their inventory at the 
old dealer price, which can be 
obtained one-fourth at a time by 
deductions on new orders. Deal- 
ers were reported satisfied with 
the plan, although some used the 
pre-Father’s Day promotion to 
unload the higher priced Ever- 
sharp CA pens. 

Prices of the major companies’ 
fountain pens meanwhile remained 
unchanged. 


Appoints Hufendick 

Gladys Hufendick, formerly as- 
sistant advertising production 
manager of Zenith Radio Corpora- 
tion, Chicago, has been named 
production manager of Geo. F. 
Koehnke Advertising Service, 
Chicago. 


Agency Changes Name 


| W. L. Wright Company has 
changed its name to Wright Ad- 
vertising Agency, Inc., and has 
moved its offices from 82 St. Paul 
St., Rochester, to La Salle Pky., 


Pittsford, N. Y. There has been 
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Its another | 
Salesman, Mommy’ 


Only yesterday doors opened 
wide to a salesman—any sales- 
man who might call. 


_ Nowadays, customers are looking 
about, sifting and sorting, weighing 
and measuring. 


So, business has a major selling job 
on its hands again...to open more 
doors...to speak to more customers 
... to sell harder than ever before. 


Advertisers facing less sales need 
more—not less—advertising. But 
doesn’t more advertising cost more 
money? Not necessarily. It does mean 
getting more out of each advertising 
dollar, and one way to get more out of 
each advertising dollar ts to use PUCK, 
THE COMIC WEEKLY where 


37¢ Does the Work of $1.00! 


For 37¢ in PUCK you get as many 
readers of advertising as would cost 
you a dollar in either Collier’s, Life or 
Saturday Evening Post!* 


But more readers is anly part of the 
story. The 15,000,000 adults who read 
PUCK devotedly every week are cus- 
tomers who can lift your sales curve 
in the days ahead. They are people of 
every age, on every cultural level, in 


A 


every social and economic bracket. And 
with them you get a bonus of millions 
of youth readers...a vital buying in- 
fluence for any product. 


Concentration Where It Counts 


PUCK is distributed with 15 great Sun- 
day newspapers from coast to coast. 
Its circulation of more than 7,000,000 
exerts national sales influence on fami- 
lies in more than 7,000 places of 1,000 
population and over...circulation that 
concentrates heavily where retail sales 
and effective buying incomes are con- 
centrated. 


The power PUCK has to obtain 
greater readership, to stimulate more 
sales, stems from the moving influence 
its cast of all-star characters exert on 
the habits and lives of people. New 
tastes in food, new habits in health, 
new fads in fashions, new expressions 
in our language...are born and spread 
in the editorial pages of PUCK by such 
world-famous characters as Popeye, 
Jiggs and Maggie, Blondie, Tillie the 
Toiler, the Katzenjammer Kids. 


Isn’t it time to take a fresh look at 
your advertising budget...and at 
PUCK? 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch & Staff. 


‘What fools hese Mortals be!” 
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The Only NATIONAL Comic Weekly—A Hearst Publication 
63 Vesey Street, New York 7, N. Y. + Hearst Building, Chicago 6, Ill. 


More Customers 
for your money 


in Fuck! 


Another example of how Puck delivers 
more readers— more customers—to ad- 
vertisers: 


Case No.8_ Beverage 


A food beverage advertiser spent $225,000 
in three national publications during the 
winter of 1946-47. 28.9% of that money 
was spent in Puck. Yet Puck delivered 
49% of adult readers ‘‘Seen-Associated” 
and 41.3% of the adults who ‘‘Read Most”’ 
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